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Rough Proofs 


Dwight Spofford was all excited by 
a newspaper headline, “Advertising 
Agency Honors Accountant,” but 
read on to find that the hero of the 
story was only an account executive. 
= im. | 
With Alexander Woollcott and 
Irvin Cobb both lending their lit- 
erary talents to automobile promo- 
tion, it looks as if one of the re- 
quirements for the job is that the 
artist provide plenty of ballast. 
oF ia” ae 
Standard Oil has found weather 
reports a good basis for advertising 
copy in Kansas. It’s still dry in 
Kansas, so the weather remains the 
most reliable topic of conversation. 
vvwey 
The New Yorker recently deleted 
“whatsis” from a corset advertise- 
ment, substituting the word “hips.” 
At the same time, one New York 
department store blandly referred to 
it in an advertisement as a “rear 
end.” What’s your definition—for 
publication? 
77.2 
Dodge can claim the prize as 
1934’s most consistent advertiser; it 
uses @ balloon as an appropriate ve- 
hicle for balloon conversation. 
2 2 
“Progress means change,” says 
Cadillac, using “a woman of yester- 
year” and “a lady of today” to point 
the contrast. The essential differ- 
ences, fortunately, aren’t worth talk- 
ing wubout. , 


v7yv¥veY’ 

A book conta!ner is being used to 
help sales of Siormy Weather light- 
weight raincoats, following the suc- 
cessful example of other manufac- 
turers in the wet goods line. 

Vv wa 

“Why,” asks Listerine, “do women 
. With $25,000 coats buy this 25-cent 
tooth-paste?” 

That’s just the sort of economy 
that would appeal most strongly to 
& woman who has sunk 25 G’s in a 
fur coat. 

7.9 ¢ 

“It’s goin’ to be a great year, 
folks,” announces Captain Henry, 
while Seth Parker is addressin’ the 
folks in homey style, too. It looks 
as if we’re in for a nice long spell 
of folksy copy-writin’, folks. 


a we 
Now that Secretary Wallace has 
settled the farm situation to his com- 
plete satisfaction, he’s found time 
to take up the football business. He 
got the answer right away—it’s a 
racket. 
. ¢-= 
Since the Secretary of Agriculture 
has been frank enough to tell just 
What he thinks of college football, 
the college boys ought to be equally 
frank and say what they think of 
the politicians. 
, vvwegy 
Walt Disney’s three little pigs and 
Secretary Wallace’s million little 
bigs have made the country so pig- 
Conscious that Gold Medal’s “Pigs 
'n Blankets” ought to succeed with- 
OUl a struggle. 
- i 
Wonder what happened to that St. 
Louis advertiser who wanted a 
ieee Creole blonde, young, good- 
Coking and “with innate sweetness 
of character” for $100 a month. 
Maybe he decided he could struggle 
along without the innate sweetness 
of character. 
One of the thiee grot 
Nae te i ree groups Pierce- 
= ala 8 shooting at in its new cam- 
a is the conservatives. But after 
ading President Roosevelt’s latest 


Message, the < 
themselves, y'll be afraid to identify 
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Copy Cus. 


ANNOUNCES PROGRAM 


| 
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THE 
Metropolitan Opera Association 


OF NEW YORK 


1m pleased to announce that in cellaborsmon with the propresan of 
LUCKY STRIKE Cigarewes, @ has been enabled wo wulise the com 
plete faciiaies of both the Red aad the Blue nerworks of une Nenonal 


Brosk aseng Company vo the end thet om Saturday Uscember 30 ond 


every Serurday thereafter. from wo oclak, Eastern Standard ume, 
and wnel wach ame as cach Opers it fintched — the complere Operas 


preemed at the Mewropolaas Opers Mowse will be brosd&as. We 
Loom that the publ will be glad to sail themselves of these umque 
opportummes They mean that Opera mn as best torm = brough: to every 
home im the UnuedScates We feet hac this ie» great wep forward 
the development of fae musk i the counery, and thet & will be of 
great wterest and s source of pleasure to the emtre Ameren public. 


Metropohian Opera Association 


abe G 
fsite£ 
— = 
Unusual newspaper copy which 
this week announced the new 
program of Lucky Strike, featur- 


ing complete productions of the 
Metropolitan Opera. 


PLYMOUTH STEPS 
UP CAMPAIGN IN 
DAILIES FOR °34 


Magazines, Outdoor, Radio 
Also Get Share 


Detroit, Mich., Jan. 4.—Plymouth 
Motor Corporation this year will 
again challenge competition with two 
lines of motor cars—the Plymouth 
Six and the higher priced De Luxe 
Plymouth Six. They will be an- 
nounced simultaneously, not sep- 
arately, as was the case last year. 
Prices will be higher. 

The 1934 campaign will start with 
double-page spreads in the Jan. 13 
issue of Saturday Evening Post and 
the Jan. 20 issue of Collier’s, in which 
Walter P. Chrysler himself will de- 
liver the selling message. 

Pictured at opposite ends of the 
double page, Mr. Chrysler and “Mr. 
and Mrs. America” will exchange 
comment on the new Cars. 

“All right, Mr. Chrysler,’ the typ- 
ical consumers will say, “we'll look 
at your 1934 Plymouth Six. But 
don’t think we’re going to be easy 
to sell. We'll spend our hard-earned 
dollars in a hard-earned way.” 


- 


Urges a Trial 


“That’s fine,” the motor magnate 
will answer, “and I know if you ride 
in a Plymouth you'll buy it. 

“Because,” Mr. Chrysler will em- 
phasize, “Plymouth is the best engi- 
neered car in the low-priced field. 
. . . Because it’s the only car with 
individual springing, floating power, 
safety-steel body and _ hydraulic 


‘brakes.” 


After discussing the things they 
are looking for in an automobile, the 
young couple will “make this point 
perfectly clear—we know you build 
good cars, but other people do, too. 
We want our money’s worth. We 
want economy, safety, performance 
and, above all, value.” 

With that cue, Mr. Chrysler will 
declare that this attitude is per- 
fectly correct, and will launch a dis- 
sertation on Plymouth’s advantages, 
with particular emphasis on the new 
front axle treatment. 

(Conting -d on Page 16) 


‘Ambiguity and Inference” Out; Secretary's Powers Scaled 
Down; Important Advisory Groups Set Up; Door 
ls Opened to Self-Regulation 


public hearings. 

Conceding that much of the criti- 
cism of the original measure was 
justified, Senator Copeland declared 
that the new version is “fair to all 
concerned, and should receive the sup- 
port of all consumers. It should like- 
wise receive the endorsement of that 
great reputable majority of the in- 
dustries involved.” 

Prof. R. G. Tugwell also indicated 
approval of the redrawn measure. 
“It should meet every reasonable ob- 
jection that has been raised,” he said. 


Highlights of Draft 


Highlights of the revised version 
include a scaling down of the many 
bureuucratic p'*wers given to the 
Secretary ¢* Agriculture in the orig- 
inal draft; definite provision for 
court review of all decisions; the set- 
ting up of advisory health and food 
committees; the omission of the 
much-discussed “ambiguity or infer- 
ence” clauses; and broad provisions 
for self-regulation of the industries 
involved. 

The portion of the revised version 
which provides for the setting up of 
advisory committees declares that a 
committee on public health and an- 
other committee on food shall be set 
up “to cooperate with the Secretary 
of Agriculture in its general adminis- 
trative provisions, and to aid and 
advise the Secretary.” Both com- 
mittees are to consist of five mem- 
bers appointed by the President “with 
a view to their scientific and tech- 
nical knowledge” and “without re- 
gard to their political affiliations.” 


Secretary Is Bound 


The Secretary is required to advise 
with the appropriate committee 


Washington, D. C., Jan. 4.—Declaring that his new pure food and 
drug bill “is a dandy,” and that “it is not the Tugwell bill,” Senator 
Copeland today revealed the provisions of the new measure to 
ADVERTISING AGE, disclosing that it departs in many essential particu- 
lars from the original bill which was so sharply criticized in recent 


whenever he contemplates the adop- 
tion of any regulation, and no regula- 
tion may be adopted without the con- 
sent of at least three members of 
the committee involved, and after 
the holding of a public hearing. The 
Secretary of the Treasury is made a 
joint authority in the enforcement 
of the regulations relating to imports 
and exports. 

Specific authority for review of all 
enforcement measures by the dis- 
trict courts is provided in the new 
version, with the courts having the 
right to restrain by injunction in 
any case in which “the regulation is 
unreasonable, arbitrary or capricious, 
or not ip acéordance with law, and 
that the petitioner will suf‘er sub- 
stantial damage by reason of its en- 
forcement.” No such specific provi- 
sion was included in the Tugwell bill. 

Section 9, dealing with false ad- 
vertising, has been greatly simplified. 
Eliminated entirely is the clause de- 
claring that an advertisement is false 
if “directly or by ambiguity or infer- 
ence it creates a misleading impres- 
sion,” or if it states the name of a 
disease for which the drug is not a 
specific, or is contrary to the general 
agreement of medical opinion. Ex- 
actly the same changes have been 
made in the advertising provisions 
for foods, drugs and cosmetics. 


Allows Self-Medication 


A new provision in this section de- 
clares that “no advertisement shall 
be deemed to be false by reason of 
any representation concerning any 
effect of a drug which is supported by 
substantial medical opinion or by 
demonstrable scientific facts.” Ad- 


(Continued on Page 18) 


Last Minute News Flashes 


La Fayette. 


ration. 


vice-president. 


Duane Jones Leaves Maxon to Join Benton & Bowl 
New York, Jan. 5.—Duane Jones has resigned as vice-president 
Maxon, Inc., in charge of the New York office, to join Benton & Bowles as 
He will work on Colgate-Palmolive-Peet products. 
Prior to his connection with Maxon Mr. Jones was a vice-president in 
the New York office of Lord & Thomas. 
of the Los Angeles office of Lord & Thomas. 


Campbell Succeeds Bronson at Graham-Paige 
Detroit, Mich., Jan. 5.—Colin C. Campbell, formerly an account execu- 
tive with Brooke, Smith & French, Inc., Detroit, has been appointed director 
of advertising of Graham-Paige Motors Corporation, succeeding Karl 
Bronson, who resigned to join Nash as advertising manager for the new 


Mr. Campbell was at various times with the former George Harrison“ 
Phelps agency, Chrysler Sales Corporation and Dodge Brothers Corpye 


a 
A 
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For many years he was manager 


De Garmo Acquires Interest in Hirshon-Garfield 

New York, Jan. 5.—Louis De Garmo, vice-president and director of 
Hirshon-Garfield, Inc., has acquired an interest in the firm. The name 
of the agency has been changed to Hirshon, Garfield and De Garmo, Ine. 


Drastic Revisions Made in 


New Draft of Tugwell Bill 


F. 7. C. REPORTS 
GREAT NEED FOR 
“TUGWELL BILL" 


“Must Restrain Advertising 
by Law,” Report Says 


Washington, D. C., Jan. 4.—While 
lauding the efforts of newspaper 
publishers and advertisers generally 
in eliminating misleading advertis- 
ing, the annual report of the Federal 
Trade Commission, released this 
week, declares that there is a “great 
need for much more work to protect 
the buying public and honest com- 
petitors.” 

Declaring that those who ignore 
fair trade practices are always to 
be found, the commissioners assert 
that “it is this class of advertisers 
and publishers that must be re- 
strained by the hand of the law in 
order to give their ethical competi- 
tors the freedom from un .«f compe- 
titions intended by the act (the act 
granting power to proceed against 
false advertising). It is well known 
that the people are swindled to the 
extent of many millions annually 
through false and misieading adver- 
tising.” 

In its routine work, the commis- 
sion conducted preliminary investi- 
gations of 1,538 cases of alleged un- 
tair competition, dismissed 1,274 for 
lack of jurisdiction, and docketed 
264 as applications for complaint, 
the report says. A total of 183 cases 
were settled by stipulation, of which 
385 involved false advertising. 


Reviews Chain Store Advertising 


Fifty-three unfair competition 
complaints were issyed and 66 
orders to cease unfair practices were 
issued. 

The commission completed several 
of its reports, notably that of the 
chain stores. It is noted that 1,506 
chains reported their total advertis- 
ing expenditures for 1928 to be more 
than $65,000,000, operating 659,959 
stores, an average of $1,094 per store 
and $45,552 per chain. 

The commissioners declare thar 
“the ratio of advertising expense to 
sales varied greatly among different 
kinds of chains. In 1928 the range 
was from 0.29 per cent for dollar- 
limit variety chains to 6.77 per cent 
for furniture chains. Low ratios 
were also reported by tobacco, meat, 
grocery, grocery aud meat, and con- 
fectionery chains. High ratios were 
reported by men’s and women's 
ready-to-wear chains. 

“Slightly more than 86 per cent of 
1,030 chains reporting their detailed 
advertising expenditures for 1928 
used newspaper advertising and 
these chains operated 96.3 per cent 
of the stores. Pamphlet and dodger 
advertising was reported by 24.9 per 


cent of these chains, operating 32.1 


ger cent of the stores, and window 
‘nd counter display advertising by 
. 4.8 per cent of the companies which 
operated 5.0 per cent of the stores. 
Billboard and outdoor advertising 
was used by 4.3 per cent of the re- 
porting chains and these operated 
fong per cent of the stores. Street 
cay and bus advertising was reported 
by only 1.7 per cent of the compa- 


Sata cae = ee Me a Me ee eae Per Oe RL ee gm or eer aia tS, ONE, eee hs NN Serr Mi ocr, Saag WG heer MER ee ie URE le, Ge Set mE eh Ep ay et eR Pea ap Pranic MW Me AI Se Sr SEN Erg GF od oe oF ee Dah et olen oe or Bilas 
Loy oe ow t nee IG | ergs, een S Mh akea” Gk ee Ne Sse, ee y= — ote ae PR Be ae er ae cake a gee Se 2 Sy te) ae Ms pba os “ ; ten 
: * a ee eee ec HR NOE Rt aed ey oa a Fe sali dy ie ek da SIRE RAM : ; Gres? 2S ee ECM te fat ee aa e 
Suited as ‘we ahh way eee iap + Fe ee Ver ae ee Ea as Fe ave. ; be ot o.. > dhe = aT ; “ The es oe y ree ‘ m rt. ET nt es Set Ba imi = ye tn ht ae yet Eisen : > A 2 5 ae c : a <—* aa aa 
Sora —— we * Bie oe ee ge ee a heh Pa acd ae ee SI oa : ‘ cone - as wr ps > ; a ; 4 ed rap 
aes. Oe See a Word ta Be tak Oe fognatte 
‘PUSS ce ee ; a ae a“ 4 Be ie 
by ae e ‘er * i¥ i ; “ - rv ao - ~ — — i pe 
~ « . = re ~~? 4 ' ie oe 
tage aehe } ° eo ae mit 2 
: ves a ac Si 3§ & FINANGE | A : , eens 
| CHICAG ee 
: = 
ae ; 4 4 
Rs ay 
eee j rs ae 
as a Be 
yp aot be ieee 
eee ‘ 
a eo 
a Lae F 4 or _ 
" ee | 
oe on 
oe 
| a - hoe 
" wt eo owe peat 
- oe tL LLL, 
se a sess Hah ala 
eek: ' yong 
eae agi 
Ras: fads 
ae i ee 
a Ae 
ae ee as 
oe PC Sas iain eee 
oo fon = 
rae en 
oe ee er 
- Po oa 
| eee 
ot a Pee ae 
Rae | Loe 
a 1 hata . a 
eee: ee 
here’ Se dad 
aa. en Wt 
ere ues 
ie oS 
Fe 2 ip Zar 
Sel cae 
ees Mg 
4 RS 3 
bi a oan 
a rips : eee 
faa oe TSS ee 
| 
; 
) 
: | 
| : 
| 
/ 
od 
eel 
| Ae 
ee! Sai 
eit | bev 
iy ec | | rs 
is 
| ——- WAS 
Cart 
| Wer 
ms 
ae + | a 
SoA 
. —————— bees 
2 ~ 
= a 
ee i) a 
sae J 
‘J - oe i Fat 
ae vs 
~ a 
Bi able: 
e he j cegie 
. is . 
3 = i ms 
: 
- ne. 
2 "5 
ai : 
a = 
4 
Sees } a 
pa zy Cebit, 
x ; —ol————EaaaEeEEEeeeeeeeeeeeeSQSSSQQQQQa——————— ?=”Ww®_ 200OOWOW0OW9W 8 g pote 
eae ks: 
a : 
> ee 
; | | 
Pe ———_____— 
a 
| 
an 
’ y | 
| 
| 
, _ a 
ES bi 
P | | re 
oi 
‘ ‘ : ee 
7 } ; aoe 
ral = ~ ree 
wie } Ho 
Maing” f > re Re 
af ag a or : ee 
dt ee sciee ‘ k - 7 Pippa eS 
ae eee es CRA oy Ate ie Tr a : A coe Sole x Ee OS) int ee Me, | ri ee aot ol whe 
LS AS Po dep ree PETTY eo see chad wee caine: ga Wp ae gy eres: ee ep Sy ciaek 2 gees on ee A$ Reet EM ae Salas : P Fasae See Ae ei fog eas Oy ere ee Rae parent eae ee ee yaad rs boas a) SON Sethe eat Gag ge Salih ee Sade alan 
eae case aii i YE FE ean Wee a se oe es PM Py REA ra A aed isin Aas ik seth cabana, ik aiae UL NAMEN GN SOE tL ig hate lly Crm RR Pept uae PA pata Sialic pcm oh. era ahi peels RS Abe ERTS Seek Uh Poy Re Cae SGU ail Ugo Sere ee a yah ae Mae Me ARRAY a 77 Casesot oe ty On Cae her er Seah eee ae 
See Aa nana NR AORN VR cscs Ser el ee RS Sat ises is aa ta SG Purecharsemm eg OG i ME ci cee ay ae MOO gy Been RU eth Le ar CC RAY CRM Sheena ter eh at amma 
Ra poten octy wh SPR «ade ame eee Fy ne ace tos lh lip, eo es CW eed ei eee Me lea sirs ae Set HeEE tee RPE LANE 3 ‘Seat i Sn DA PUES ee RP Ring oon cde SW ata tes Ane sare Ry : *: Sg aE BSS rs apy Nf: wire nnd sagt at os r x. Ss ty Pe J ‘ Sas ee ee 


. j » 


January 6, 1934 & 


Gee! THATS 
SWELL IDEA... 
“LETS SEE IF THE | 
“DRUG STORE .& 
HAS ANY : 


tively little to prove it yourself. 


True Romances 


Movie Mirror . . 
Radio Mirror 


THE ROMANCE GROUP INCLUDES 


True Experiences ... 
Love and Romance 


459,281 


254,475. . 
ek ) 
300,000... 


100,000. . 


1,275,068 


AND REMEMBER — THERE'S NO DEALER INFLUENCE LIKE DE- 
MAND. THE ROMANCE GROUP CREATES IT... . AT LOW COST 


AMERICA'S EASIEST 
TO SELL CUSTOMER 


...and how she gets that way 


The Romance Group reaches 1,200,000 prospects who are 
not hide-bound by tradition .. . who have no long-standing ad- 
vertising prejudices . . . and who are on the threshold of their 
buying careers. 

Mostly young women, married and unmarried—average age 
24—they are eager and anxious for new things. They have an 
insatiable appetite for things that contribute to their personal 
attractiveness. And they spend $24,000,000 a month on satis- 
fying that urge. 

They read the Romance Group of _magazines—believe in 
them... because they reflect accurately the age and period in 
which they live. Keyed copy advertisers will tell you they are 
the most responsive audience in the world. It costs compara- 


Current Circulation 


Current Circulation 
Current Circulation 
Current Circulation 


Soe. Guaranteed 


nies, operating 13.4 per cent of the 
stores.” 


Pricing Policies Studied 


A section devoted to private 
brands in connection with chain 
stores observes that “a comparison 
between the selling prices of private 
brands and competing standard 
brands which had the lowest mark- 
up indicated that if a customer on 
May 30, 1929, had purchased 59 items 
under private brands and 59 bear- 
ing standard brands from the chains 
furnishing price information, the pri- 
vate brands would have been lower 
by 8.5 per cent than the competing 
standard brands.” 

As a compendium of information 

relative to chain store merchandis- 
ing, manufacturing, advertising, 
wages and policies, the Federal 
Trade Commission reports the com- 
pletion of 26 reports. The more im- 
portant of these have been reported 
in ADVERTISING AGE as they have ap- 
peared. 
Many well advertised names are 
on parade in the report, some of 
which have encountered the Com- 
mission’s displeasure and a few of 
which have had cease and desist 
orders filed against them due to 
some trade practice, a considerable 
number of which have to do directly 
with advertising. 


Prevention Is Urged 


After declaring that in 1933 there 
were 20,143 periodicals published in 
the United States and territories, 
and 1,889,000,000 copies of mnewspa- 
pers and magazines every month, the 
report declares that “advertisers are 
paying these publications approxi- 
mately $1,000,000,000 each year for 
advertising space.” 

The report continues with the as- 
sertion that “the only practical pro- 
tection for the public against decep- 
tion and fraud by means of false aud 
misleading advertising is to prevent 
it. . . The federal courts have re- 
peatedly held that the publication 
of false and misleading representa- 
tions in advertisements and adver- 
tising literature is an ‘unfair method 
of competition,’ within the meaning 
of the Federal Trade Commission 
Act.” 

It is declared that “the Commis- 
sion’s efforts have been effective, as 
a comparison of the advertising 
pages of a few years ago with those 
of today will show; there is a 
marked improvement in the quality 
of advertisements. The cooperation 
of publishers generally has been the 
big factor in bringing this about.” 
The Commission gives its proce- 
dure for the investigation of com- 
plaints and reveals that it makes its 
own check of advertising regardless 
of the complaints received. 

“Many published advertisements,” 
it declares, “while not obviously 
false on their face, contact the ven- 
dor with a prospective purchaser to 
whom false and misleading follow-up 
literature is sent, in the form of 
booklets, circulars and form letters. 
By means of a questionnaire system 
developed through experience, the 
Commission has uncovered and 
curbed a large amount of this subtle 
form of deceptive advertising.” 


Clients of Aitkin-Kynett 
Plan Extensive Campaigns 


The Thermoid Rubber Company, 
Trenton, N. J., whose advertising is 
handled by Aitkin-Kynett, Philadel- 
phia, is planning the largest national 
campaign in the company’s history. 
Three separate programs, for Ther- 
moid brake lining, fan belts and radi- 
ator hose will be placed in Saturday 
Evening Post and leading trade pub- 
lications. 

Advertising of J. A. Tumbler Lab- 
oratories, maker of Tumbler Haze 
Remover and Tumbler Polish, also 
placed by Aitken-Kynett, will utilize 
more space than any previous cam- 
yaign of the company. 


Carvin Joins Agency 


James A. Carvin, formerly with 
the Indianapolis Times, has been 
made assistant to E. R. Lundgren, 
manager of the Indianapolis branch 
of Bozell & Jacobs, Omaha, Neb., ad- 
vertising agency. 


Jacket Maker Appoints 


Advertising of the Angelica Jacket 
Company, St. Louis, will be handled 
by the St. Louis office of the Hilmer 
V. Swenson Company. Trade papers 
will be used. 


Stimulation of 
Capital Goods 
Urged by Roper 


Washington, D. C., Jan. 4.—‘“Opera- 
tions in the capital goods industries 
must be stimulated to greater im- 
provements during 1934,” Daniel C. 
Roper, Secretary of Commerce, de- 
clared, in a report on the condition 
of business which was released this 
week, 

“Most of the increased activity in 
basic industry during 1933,” he de- 
clared, “has been in those industries 
producing consumers’ wares, while 
industries producing capital goods 
have in the main been relatively 
quiet. 

“Public works construction, which 
is now getting rapidly under way, 
should prove to be a potent force in 
the right direction, but the stimula- 
tion of activity in the capital goods 
industries continues as a major prob- 
lem to which the government is de- 
voting unremitting thought and 
effort. 

“Another significant problem to 
which the government is giving a 
great deal of attention is that of price 
disparities,” said Mr. Roper. “The 
continuous downswing in prices from 
1929 to the early part of 1933 and 
the rapid upswing since then have 
brought about a very considerable 
amount of maladjustment in the price 
structure. Prices of a large num- 
ber of commodities are out of equili- 
brium. Before a more nearly com- 
plete economic balance can be at- 
tained, there must be a readjustment 
of this situation.” 

Mr. Roper concluded by declaring 
that “there is much evidence that 
the recovery program will proceed 
progressively, and that consolidated 
gains for 1934 will bring about a sub- 
stantial improvement in all segments 
of our economic life.” 


Van Hecker and MacLeod 


Start Chicago Agency 


E. H. MacLeod and C. E. Van 
Hecker have organized Van Hecker- 
MacLeod, Inc., a new agency, with 
offices at 59 E. Van Buren St., Chi- 
cago. Both principals were formerly 
with Brinckerhoff, Ine. 

Accounts handled by the new 
agency are Pyroil Company, La 
Crosse, Wis.; National Aid Society 
and National Aid Life, Springfield, 
Ill.; C. Foster Chemical Company, 
Decatur, Ill.; K & S Sales Company, 
Sales Stimulators, Inc., Casterline 
Bros., Harlich Mfg. Company, Amer- 
ican University and American Col- 
lege, all of Chicago; Craftsman Model 
Company, and Wisconsin School of 
Watch Repairing, Milwaukee, Wis. 


Curtis-Martin Seeks 
To Change Firm Name 


Curtis-Martin Newspapers,  Inc., 
Philadelphia, publishers of Public 
Ledger and Evening Public Ledger, 
has petitioned the court for per- 
mission to change its name to Public 
Ledger, Inc. The petition is made be- 
cause of confusion resulting from the 
similarity of the name to Curtis Pub- 
lishing Company. 

The estate of the late Cyrus H. K. 
Curtis is still the largest single stock- 
holder of the Curtis Publishing Com- 
pany, while Curtis-Martin News- 
papers, Inc., was organized by Mr. 
Curtis and John C. Martin, and the 
latter controls the corporation. 


“Movie Mirror” Adds 
Heyn in Expansion 
Earnest Heyn, former editor of 
Modern Screen, has joined the edi- 
torial staff of Movie Mirror, a Macfad- 
den publication, where he will be in 
charge of the New York editorial 
office. 
The main editorial office, in charge 
of Ruth Waterbury, editor-in-chief, 
has been moved to Hollywood. 


Lincoln Syndicates 
Paper to Utilities 


Lincoln Printing Company, Chi- 
cago, has started publication of “Safe 
Living” to be distributed to employes 
by utilities, in the interest of safety. 
Edward A. Pool is in charge. 

Four pages will be left open for 


ity. 


the individual message of each util J 
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T0 BE PLAYED 
U" BY GRAHAM 


Detroit, Mich., Jan. 4.—In a dis- 
tinetive bid for the motor world’s at- 
tention, Graham-Paige Motors Corpo- 
ration will use dramatic copy in a 
large list of New York newspapers 
during auto show week to proclaim 
new “supercharged” custom 
eights as “the automobile news of 
the year!” 

The supercharger, Graham _ will 
claim, increases the motor’s horse- 
power 42 per cent without sacrificing 
fuel economy. Graham, it will be 
asserted, is the first medium-priced 
automobile to incorporate this fea- 
ture. The engine, the company says, 
is the most powerful for its size in 
America, and the most efficient in 
any stock automobile. The super- 
charger, which is in reality a cen- 
trifugal “blower” that mixes the gaso- 
line and air coming from the car- 
pburetor and forces it into the engine 
at high pressure, will be the domi- 
nant feature of the new custom 
eights; and copy will declare its 
virtues in headlines. 

Saturday Evening Post next week 
will carry a double page spread an- 
nouncing the new lines. In addition 
to the custom eight, there will be a 
standard eight and also a six with 
either de luxe or standard equipment. 

The six will be longer, with a 
wheelbase of 116 inches, while the 
eights will be 123 inches. Norman 
Bel Geddes collaborated in design- 
ing the interiors of the standard 
eight and de luxe six. 


its 


To Use Newspapers 


Following the New York show, 
newspapers will be used on an ex- 
tensive scale in other cities as shows 
open throughout the country. By the 
middle of February the newspaper 
drive will probably be in full swing. 

The magazine campaign, launched 
with the Post spread next week, will 
gradually be broadened out to include 
all prominent mediums. 

To reach the trade, four publica- 
tions, Motor, Automotive Daily News, 
Automobile Topics and Automobile 
Trade Journal, will be used. 

Obviously aiming at those cars 
featuring individual front wheel sus- 
pension above’ everything else, 
Graham will make much of the fact 
that “the easy riding qualities and 
road stability of Graham cars result 
from a number of features which 
combine to afford exceptional steer- 
ing control and safety to driver and 
passenger. No single feature is de- 
pended upon to provide such results.” 
The supercharger, however, will get 
the lion’s share of the copy space. 

The Detroit office of N. W. Ayer 
& Son, Inc., handles the account. 


Rosenthal Joins 


Neisser-Meyerhoff 
Ralph J. Rosenthal has joined 
Neisser-Meyerhoff, Inc., Chicago 


agency, after seven years with Bis- 
berne Advertising Company, Chicago. 

Mr. Rosenthal handles a number of 
hotel accounts, including the Hotels 


a Knickerbocker and Shore- 
and, 


Offers New Series 


Sparks-Withington Company, Jack- 
son, Mich., launched a new chain pro- 
stam Dee. 31 over the NBC red net- 
Work, featuring Richard Himber and 
‘he Ritz-Carlton Hotel orchestra, 
Frances Langford, the Three Scamps 
and Jay Fallon. They will be heard 
On Sunday afternoons. 


Bronson is Secretary 


oe Bronson, editor of Industrial 
‘‘'ail Stores, has been made secre- 
‘ary of the Industrial Stores Associa- 
‘ion, Washington. 


7 Program Renewed 
vo the March of Time” has been 
Signed by Remington-Rand, effec- 

® Jan. 12, and will continue to be 


“News” Takes Advertising 


The American News, published 
fortnightly for adult foreigners learn- 
ing English, will accept advertising 
subject to stringent regulations. Only 
one product in each field may be ad- 
vertised. Because the advertisements 
will be studied carefully and made 
part of the lessons, advertisers are 
asked to make copy interesting read- 
ing and different with each issue. 


Malloy Joins Mitchell 


E. A. Malloy, formerly general 
manager of the Porter Corporation, 
has joined the Mitchell Company, 
Boston advertising agency, as di- 
rector of service. He was at one 
time with the Spafford Company, 
Boston agency, and prior to that was 
advertising manager of the Westfield 
Mfg. Company. 


Least Possible 
Advertising of 
Liquor is Urged 


New York, Jan. 3.—The executive 
committee of the Federal Council of 
Churches of Christ in America today 
made public a “message on present 
liquor problems,” urging support in 
obtaining “the best forms of control 
now possible.” 

In dealing with methods of con- 
trol the report made this suggestion 
in reference to liquor advertising: 

“In order that the appetite for in- 
toxicants shall not be stimulated and 
especially that young people shall be 


protected from their seductive appeal, 
all advertising of liquor should be 
subject to strict governmental con- 
trol and should be reduced to the 
lowest possible limits.” 


B. T. Thompson Retires 


B. T. Thompson, general sales 
agent of the Standard Oil Company 
of Indiana, retired this week after 
more than 49 years of service. He 
began work Oct. 2, 1884, as a mes- 
senger boy for the Consolidated Tank 
Line Company, through which S. O. 
then marketed. 


Wilson Peanias On 


John Wilson, of Wilson-Beebe Ad- 
vertising Company, Chicago, died 
Dec. 23 at his home in Niles Center. 
He was 42 years old. 


“Dated Ties” Offered 


Neckties, with the date of purchase 
stamped on the lining, are now being 
offered by Weisbaum Brothers, Bower 
Company, Cincinnati, maker of the 
“Beau Brummel” line of neckwear. 
The idea of the date is to assure the 
purchaser of at least a full year’s 
wear. 


Names Presbrey 


The American South African Line, 
New York, has appointed Frank 
Presbrey Company. Newspapers will 
be used. 


Ferguson is Chairman 


Commissioner Garland S. Fergu- 
son, Jr., has been appointed chair- 
man of the Federal Trade Commis- 
sion for 1934. 


-—-} 


se 


MISS ALICE M. CHILD, Chairman 
of the Cooking Committee of the 
National Committee for Studying the 
Quality and Palatability of Meat... 
Associate Professor of Home Economics 
in charge of the Food Department at 
the University of Minnesota...a 
national authority on meats. 


& 


MISS RUTH ATWATER, Director of 
Home Economics of the National 
Canners Association . . . a national 
authority on canned foods. 


DR. NINA SIMMONDS ESTILL, 
Associate Professor at Johns Hopkins 
University... Co-worker of Dr. 
McCollum ... and now investigating 


heard Fridays at 8:30, EST. 


the nutritive properties of fruits ... 
a national authority on nutrition. 


a new contribution 


MCCALL'S 
ANNOUNCES 


to the technique of edtting... 


ST EDITORS 


Nationally known Foop SPECIALISTS will publish for 
the first time their original findings on Food Problems 


— Homemaking section now be- 
comes a clearing house for these experts 
on food, bringing to the women on McCall Street 
the newest authoritative findings from the labora- 


tories of science. 


In this new departure in magazine editing 
McCall’s goes direct to the original authoritative 


of articles on the cheaper cuts of meat. 
Second Guest Editor: Miss Ruta ATWATER in 
a series of articles on canned vegetables. 
Third Guest Editor: Dr. Nina Simmonps Es TIL 


in a series of articles on all-year-round fruits. 


sources of fact. Instead of the modest output of 


one general food and equipment laboratory, 
McCall’s takes advantage of the greatest labora- 
tories in the country ... dozens of them... from 
great university research laboratories to the 
specialized research of the manufacturers 
whose investigations on particular 
subjects are far more exhaustive and 
continuous than any general laboratory 


could afford. 


Deciding first on the fields to be ex- 
plored and the food questions that 
need answering, McCall’s is seeking 
out and inviting the foremost experts 
to come and work in McCall’s labora- 
tory. In association with McCall’s own experts, 
and aided by the resources of university and 
private laboratories, they will report the solu- 
tions to the particular questions in a series 


of articles. 


Already McCall’s has announced to its readers 


these authorities: 


First Guest Editor: Attice M. CuI Lp in a series 


At Lert: DR. E. V. McCOLLUM of 
Johns Hopkins University, co- 
discoverer of the fourth vitamine, 
McCall’sconsultant 
and contributing 
editor on subjects 
of diet and health, 
and the propertiesof 
foods in preventing 
deficiency diseases. 


At Ricut: SARAH FIELD SPLINT» 
McCall's Director of Foods and House- 
hold Management, under whose direc- 
tion this program is being planned. 


Fourth Guest Editor: Mrs. LUELLA MorTENSON 
in a series of articles on cheese. 


BEULAH V. GILLASPIE, our resident editor in charge of McCall's Experimental 
Kitchen, with whom these Guest Editors are working. 
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| f ® A QUESTION OF GREAT MOMENT 
. 8 ormatio 
vertising 4 pga sadepein : 
Adverti 
THE NATIONAL NEWSPAPER OF ADVERTISING or vertisers 
Trade Mark Registered U. S. Patent Office 
secured without charge by any 
Publication Office, 537 S. Dearborn St., Chicago. . _...... Tel. HAR. 7504; national got nothon gpa 
New York Office, 330 W. 42nd St... 2.2.0... 0000s. ....... Tel. BRyant 9-6432 eoaye Beggs iveant Asma 
G. D. CRAIN, Jr., President and Publisher pe ° 
KENNETH C. CRAIN, Vice-President E. KEBBY, Secretary 
No. 547. More Chance to Sell. 
ae A A reproduction of a series of New 
Advertising Representatives York News advertisements which ap- 
W. E. DUNSBY, Vice-President and Eastern Mgr., New York O.L. BRUNS, Chicago | peared in Women's Wear. Inimitable 
SIMPSON-REILLY, Russ Bldg., San Francisco, WALTER S. REILLY, Manager; News advertisements, with a chuckle 
Bendix Bldg., Los Angeles, GORDON SIMPSON, Manager in every line, but informative and 
thought-provoking also. 
S. R. BERNSTEIN, Managing Editor No. 515. DANGER! Shadows at 
MURRAY E. CRAIN, Associate Editor HAROLD MONAHAN, Eastern Editor Work. 
Correspondents in All Principal Cities An intriguing presentation of the 
contention of Redbook Magazine that 
e : Y “the shadow of a man stands behind 
Volume 5, No. 1 January €, 1934 5 Cents a Copy, $1 a Year slay’ Gain ee eee” “ae 
the complete series of “shadow” ad- 
vertisements for Redbook which has 
° U d h T, Ww appeared in the advertising press. 
Self-R e 
e egu ation “4 n er t e ug No. 529. Let's Count Noses. 
Bill? A booklet published by Household 
Magazine giving much valuable in- 
The revised Tugwell bill submitted; Agriculture and the industries di-|formation on the size and ——. 
by Senator Copeland, which is de-| rectly affected. Though professional ig ys Mies PM pee 
scribed in detail in this issue of|in character, they will have the con- ve ae iain. iam osetia 
ApverrisinG Acre, contains provisions | sumer viewpoint, and may add some- graph form. 
for self-regulation of the advertising | thing of real value to whatever regu- 
industry through the associations of | jations of advertising are proposed. No. 462. Route List of Retail and 
advertisers and publishers. The de-| The bill as amended by Senator Wholesale Gvevers. . 
cision of those pushing the new leg-| Copeland’s committee will have to go A complete list of ‘Sroceries in Rered Oyler 30% oo 
islation to permit the industry to| through the Senate and House before | /uisville, arranged geographically. wn WEGE 


have a part in the regulation of ad- 
vertising covered by the law indi- 
cates an acknowledgment that criti- 
cisms of unbridled bureaucratic 
regulation and control are sound. 
Of course, it too much to say that 
this provision will make the bill ac- 
ceptable. First of all, the basic pro- 
visions of the measure must be 
reasonable, since they will have to 
be enforced, whether by the govern- 
ment or through trade bodies. And 
secondly, the Department of Agri- 
culture will have to give sufficient 
scope to the self-regulatory provi- 
sions to enable them to be really 
effective, and to serve as a cushion 
against arbitrary action by the bu- 
reau in charge of foods, drugs and 
cosmetics. 
Provisions in the bill as revised 
also offer some hope, in the estab- 


lishment of professional committees | 


which will pass on regulations under 


the act, and a majority of which 
will have to approve them before 
they can be put into action. The 


appointment of these committees by 
the President will provide something 
comparable to the consumer groups 
recommended by Stuart Peabody in 


his recent interview in ADVERTISING 


being put into final form for signa- 
ture by the President. It is possible 
that by that time all of the basic ob- 
jections to the measure will have 
been satisfied by changes along the 
line of those that have already been 
made. Senator Copeland believes 
that the revision covers the princi- 
pal points made by opponents of the 
bill, and that they will be inclined 
to accept it in its new form. 

ADVERTISING AGE believes in a mini- 
mum of federal regulation and in 
maximum regulation within the in- 
dustry, aS a means of maintaining 
high standards without hardship to 
advertisers and without emasculation 
of advertising. The disposition of 
the proponents of the Tugwell bill 
to provide for that kind of machin- 
ery for the enforcement of the act is 
encouraging, and may open the way 
for provisional of the 
measure. 

On the other hand, advertisers and 
all interested in the 
honest advertising from 
regulation should watch develop 
ments carefully, to make sure that 
the measure, finally formulated 
in makes the provisions 
for self-regulation more than a nomi- 


acceptance 


protection of 


excessive 


as 


congress, 


Acre, since their personnel will be} nal concession to advertising in- 
outside both of the Department of | terests. 
 — 


The Jones Dairy Farm Case 


There is a lesson for all interested 
in governmental regulation of ad- 
vertising in the case of Jones Dairy 
Farm, Inc., experience with 
the bureau animal industry was 
reported in the December 30 issue of 
ADVERTISING Acre. This, incidentally, 
was the first complete and _ official 
statement of the facts and the issues 
involved. 

Dr. John 
bureau, 


whose 
of 


R. 
made a 


Mohler, chief of the 

statement in which 
he declared that the Jones company 
had not been singled out fo: attack, 
that the bureau does not sec itself up 
as a censor of advertising, and that 
in this case, as in cthers, the com- 
plaint which inspired the investiga- 
tion came from competitors. 

Dr. Mohler has earned a fine repu- 
tation in the meat packing industry, 
and is noted for his iisposition to 
work with manufacturers and not to 


handicap or harass chem unneces- 


sarily through activities of the kind 


usually designated as bureaucratic. 
Yet it is interesting to see what 
happened in this case, even though 


the official element is regarded as 
more than ordinarily disposed to 


cooperate with business. 

While the bureau appreciates the 
necessity of allowing leeway to ad. 
vertisers, and while the Jones 
has been allowed to run for 
years without question, demand for 
a ruling created a situation where 
literal interpretation of copy was 
insisted upon, and where an adver- 
tiser of the highest type was put in 
the position of having to cancel in- 
sertions because, of restrictions. 

Government control ultimately: in- 
volves literal interpretations of laws 
and regulations, and that is. why 
government officials are not’ in°a 
position to supervise advertising 
properly. 


copy 


Also a route list 
Published by The 
and Louisville Times. 


No. 368. The Open Road for Boys 

Magazine Tells Its Story. 

This fifty-four page brochure is- 
sued by The Open Road for Boys 
Magazine portrays the tremendous 
immediate purchasing power of the 
boy market today, the influence of 
boys on family purchases and the 
great influence on future markets 
that today’s boys have. The brochure 
presents an interesting picture of the 
boy market with especial emphasis 
on the phenomenal responsiveness of 
this boys’ magazine, listing among 
others, a case where an 85-line ad- 


of drug. stores. 
Courier-Journal 


vertisement brought 26,000 direct 
inquiries. It further explains the 
magazine’s policy of guaranteeing 


advertisers superior results. Alto- 
gether a unique and_ interesting 
analysis of the boy market. 


No. 513. Merchandising With Dis- 
play Containers. 


An interesting discussion of the 
use of display containers in secur- 
ing counter space in retail stores, 
together with full-color reproductions 
of numerous unusual containers de- 
veloped by Einson-Freeman Com- 
pany. 


No. 471. How Much for “Point of 

Purchase”? 

A concise and complete discussion 
of the part played by point of pur- 
chase material in the selling plan, 
with particular reference to the 
value of Neon signs. Published by 
Neon Products, Inc., Lima, O. 


No. 538.- Without These People the 
Town Could Not Function. 


-An unusually interesting and at- 
tractive report of a study of the type 
of}. readers of National Geographic 
Magazine in Montclair, N. J. Attrac- 
tively presented in pictorial form 
accompanied by brief explanations, 
the volume contains a great deal of 
information about the publication’s 
readers. It also contains a_ break- 
down of the percentage who bought 
automobiles, oil burners, ete., during 
the depression, and an analysis of 
subscribers’ reading habits. 


No. 539. Charts Showing Consumer 
Preference for Various Products. 
These charts, prepared by station 

WLW, Cincinnati, show consumer 
preferences for various types of ad- 
vertised merchandise, such as coffee, 
cigarettes, automobiles, ete. Because 
of their confidential nature, they are 
supplied upon request of major 
executives only. Only charts deal- 
ing with the inquirer’s own industry 
are supplied. 


"Gentlemen, the question is: Should we inflate our Panties along 
with the rest of the country, or shouldn't we?" 


? Voice of the Advertiser 


Pungent Comment on 
Hardening of the Arteries 


To the Epiror: 
Paint May Make Cheeks Red—for a 

Time 
But Good Red Blood Is Better. 

es = 

Tut, Tut, ADVERTISING AGE, to think 
that one of the belles of the mid-west 
should fall so hard for the pink spats 
and smart “line” of the city slicker! 
After all, just what has he done to 
prove that he is a better man than 
his less spectacular but hard-working 
rival of the home villages of Chicago 
and Detroit? 

We're willing to give credit where 
it is due and all that—but we just 
can't agree with you that hardening 
of the arteries has assumed the pro- 
portions of even a mild epidemic 
among the advertising men of this 
area. In fact we have a hunch that 
a lot of the attractive appearance of 
the work of these smart young fel- 
lers you talk about is just so much 
rouge and mascara, which conceals 
the lack of good healthy circulation. 

These New Yorkers are smart— 
we'll agree on that. They’ve discov- 
ered that everything goes in cycles 
and have beeu clever enough to adapt 
the smart work done by our own 
neighbors twenty-five years ago, and 
sell it as something new and revolu- 
tionary. Bunk and Hooey! Take a 
look at some of the advertisements 
done by Pelletier, MacManus, Lewis, 
Ewald, and a dozen more back in 
1908, and compare them with those 
of today. We dare you say then 
that the ideas are new. “It’s the 
same old gal, with a new paint job.” 


Granted that advertising to be 
successful must change with the 
times, does that prove that those 


changes must be basic? Human na- 
ture is still pretty much the same, 
though our emotions may at times 
be more or less restrained, our clothes 
follow the whims of a movie star 
and our outlook vary with the girth 
of our purse, 

The work of some of your youthful 
wonders is spectacular but do we 
know yet whether it sells, or do we 
like it merely because we are so- 
phisticates ourselves? Do we know 
whether it is so convincing to Aunt 
Minnie in Maine or young cousin 
Karl in Kansas? 

We can cite cases in plenty, right 


here in Detroit and in Chicago, too, 
of advertisers who are still using 
home-town agencies, who have _ in- 
creased their business every year 
since 1929, and their profits as well. 
Young men and old have teamed to- 
gether on these jobs, but perhaps we 
know them too well to realize how 
good they are. We might even men- 
tion some folks of our acquaintance 


who have gone down east and 
brought back some darn good ac- 


counts and are doing a right smart 
job with them. 

You know there are a lot of reasons 
why accounts go to the big city. 
Sometimes a banker has been known 
to express a wish, no pressure, you 
know, sometimes a brilliant array of 
“experts” are paraded across. the 
stage, and often the agency has to 
take the rap for a sales manager’s 
misdeeds. Somehow we see a paral- 
lel in the current vogue for sooth- 
sayers, astrologers, tea-leaf readers 
and clairvoyants. 

Don’t think that we believe all 
eastern work is superficial and all 
mid-western work superior. Not at 
all. There are plenty of good ad- 
vertising men in both sections doing 
a good job. But let’s try not to be 
like either the tourist who apologizes 
in England for everything American, 
or his fellow-traveller of the “bigger 
and better” cult. 

“Hardened arteries in advertising 
are out’ you say—they should be. 
This is the day of men with courage 
enough to face facts and_ brains 
enough to think through to the guts 
of a problem. If they have these, it 
matters little what their age, or 
where they live. 

Haroip M. HASTINGS, 
Secretary-Manager, Adcraft 
Club of Detroit. 
* = 


A Bouquet for the 
Hiram Walker Copy 


To the Editor: I think that who- 
ever is creating those Hiram Walker 
“Canadian Club” liquor advertise 
ments now current, deserves a grade 
A salaam. Here’s this copywriter’s 

They are pleasantly out of the rut 
—good looking (that’s different— 
look at the other liquor advertising) 
and good selling. We could use more 
of the same. 

C. RALPH BENNETT. 


Syracuse, N. Y- 
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~ That's My Dish= 


too, 


sing 
in- 
year 
well. 7 
1 to- | 
Beis Ty VERY boy wants to be a hero. Know that and you have a 
re E valuable fact. Use that fact and make money. 
ance Didn’t you want to pitch like Cy Young or Walter John- 
and son? Didn’t you want to play football like Gordon Brown, Jim 
ac- Thorpe or George Owen? Didn’t you want to sprint like Arthur 
nart Duffy? Run like John Paul Jones? Jump like Mike Sweeney? 
Boys today are planning to be heroes tomorrow—and they’ll let 
ee nothing stand in their way. 
own Do you want to sell a cereal that builds strength? Have you 
you a food that will help to make boys more rugged—that will build 
y of them up—give them muscle,'zip and pep? 
y= If you have, there’s a gold mine waiting for you—right under 
ver’s your nose. Tell boys about it and watch them echo by the 
ral- thousands ‘‘That’s my dish!’’ 
oth- 
ders e e 
is The Key to A Million Homes 
ee wo you’ve sold the boy, you’re solid in the home. If your 
ad- soup or cereal builds muscle, if your soap or salve promotes 
oing health, you’ll sell it to boys quickly, easily, economically—and 
) be you'll keep on selling it into their homes. 
sb A wealth of sales awaits your advertising in the boy field. 
eine More than a million boys read boys’ magazines. They influence 
the family buying of everything from tomatoes to tools. They 
sing are the inside track to family buying. Sell them and you have, 
be. & in the hollow of your hand, the vast market their families rep- 
rage resent. 
AInS 
zuts 


The Open Road for Boys is one of several good 
aa magazines reaching this important market. For 
quick action, for steady sales, for profitable adver- 
tising, cover the boy field. 


: , OPEN 
in ° AD or 


L. S. GLEASON, Advertising Manager | 


122 East 42nd Street, New York City 
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ADVERTISING AGE 


January 6, 1934 


RECORD BREAKING 
FLIGHT TO HELP 
COSMETIC SALES 


Women Flyers to Appear for 
Flight’s Sponsor 


(Picture on page 20) 

New York, Jan. 4.—The publicity 
campaign based on the record-break- 
ing endurance flight of Frances 
Marsalis and Helen Richey, sponsored 
by the Crystal Corporation, makers 
of Outdoor Girl beauty products, will 
be coupled to an advertising campaign 
before it loses momentum, executives 
of United Advertising Agency, Inc., 
directing this account, told ADVERTIs- 
ING AGE today. 

Plans call for a newspaper campaign 
in principal cities to start late in 
the month. Rotogravure will be ex- 
tensively used if the time element 
permits. 

Arrangements are now being made 
to have the aviatrices appear in per- 


son at the stores of leading Outdoor 
Girl distributors. They will deliver 
brief talks describing the hardships 
endured in their flight, and will dem- 
onstrate various items in the Outdoor 
Girl line of beauty products. A sup- 
plementary local campaign, involving 
additional newspaper space and point 
of purchase advertising, will be syn- 
chronized with these appearances. 


Get Many Offers 


Immediately after the endurance 
flight record for women was broken 
Dec. 28, offers from vaudeville and 
motion picture chains began to flow 
in. By the time the girls landed 
Dec. 30, the bidding of rival showmen 
had reached imposing figures. Faced 
with this proof of the drawing power 
of the attraction, it is believed likely 
that the department stores picked 
for the champions’ itinerary will of- 
fer something extra in the way of 
cooperation. 

The company reports a decided in- 
crease in sales since the flight began. 
The stunt was widely publicized in 
newspapers and news reels, and to 
encourage a lavish use of film the 
lettering on the plane was limited 
to “Outdoor Girl” in the advertising 
logotype, and the company’s golfing 
girl trademark, equally well known 
to readers of advertising. 
Apparently, nothing more was 


needed to identify the Crystal Cor- 
poration as the sponsor of the flight. 
Women were quick to associate the 
name of the plane with the brand of 
beauty products of the same name 
and sent hundreds of letters and tele- 
grams to the Crystal offices congratu- 
lating the flyers and their backer. 


Benton & Bowles, Inc., 
Elect; Add A. M. Lewis 


A. W. Hobler, formerly vice-presi- 
dent of Benton & Bowles, Inc., New 
York, has been elected president. Wm. 
B. Benton, former president, is now 
chairman of the board, and Chester 
B. Bowles is executive vice-president. 
The election did not disturb the equal 
partnership among these three of- 
ficers. 

A. M. Lewis, associated for 17 years 
with the J. Walter Thompson Com- 
pany, and move recently with George 
Harrison Phelps in Detroit, has 
joined Benton & Bowles, Inc., as di- 
rector of media research. 


Kirk in New Post 


Myron P. Kirk, formerly a member 
of the Lang, Fisher & Kirk agency, 
Cleveland, has joined the radio de- 
partment of Ruthrauff & Ryan, New 
York. 


Research Service Moves 


Arnold Research Service, Inc., has 
moved to 31 W. 47th St., New York. 
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The Crosley Radio Corporation 
Powel Crosley, Jr.. President 


CINCINNATI 


Extend Test on 
New Package of 
Squibb Aspirin 


New York, Jan. 4.—The test started 
here a few months ago on a new type 
of aspirin package with a control 
number indicated on each has been 
sufficiently successful to warrant ex- 
tending it to the eastern and middle 
Atlantic states, according to execu- 
tives of E. R. Squibb & Sons. 

With the shift of the package pi- 
oneering from New York to the wider 
territory, the company has given its 
local copy a new emphasis devoted 
to educating the public on the way 
in which aspirin takes effect. 

Squibb executives say the new 
package idea and the control number 
plan will continue to be advertised 
in the follow-up copy in addition to 
the current stress on an educational 
theme. 

In a 420-line piece of the new copy 
these two features, to which the 
firm’s aspirin advertising has been 
devoted exclusively in the past few 
months, were treated in a heavily 
bordered box occupying approxi- 
mately a fourth of the space. 

The new box is a slide top device 
with tracks in the bottom to feed 
out one tablet at a time. The test 
showed a public appreciation of its 
advantages over the hinged type box 
which is often hard to open, espe- 
cially since it is so small, and fre- 
quently breaks finger nails, cuts the 
fingers or spills the contents by sud- 
den opening after a furious resist- 
ance. 

Discusses Effects 


The control number printed on the 
box as well as the bottled Squibb as- 
pirin tablets designates the factory 
batch and provides evidence that 
the batch was submitted to 62 safety 
tests during the manufacture. 

The new educational copy in its 
initial appearance answered a ques- 
tion as to quick effect. 

“Like all genuine aspirin,” it said, 
“Squibb’s aspirin is swiftly effective. 
But before any aspirin can be thor- 
oughly effective it must be swallowed, 
pass through the stomach, and en- 
ter the intestine.” 

It then discussed the physical qual- 
ities of the Squibb product, its non- 
crumbling qualities, the reputation of 
the organization built through 75 
years, aad finally, a second mention 
in the same advertisement of the 
new box and control number. 


Petersen Presides 


at “Sun” Luncheon 


Einar O. Petersen, local advertising 
manager, acted as master of cere- 
monies at the annual luncheon of the 
advertising staff of the New York Sun 
this week. Others who spoke were: 

Gilbert T. Hodges, member of ex- 
ecutive board; Edwin A. Sutphin, na- 
tional advertising manager; George 
Benneyan, promotion manager; Wil- 
liam T. Dewart, Jr., and Thomas W. 
Dewart, sons of the publisher; and 
Harold L. Goldman, classified adver- 
tising manager. 

Herbert B. Fairchild, advertising 
manager, prefaced his address by 
reading a cable from William T. De- 
wart, president, who is now in Flor- 
ence, Italy, and a letter from Edwin 
S. Friendly, business manager. 

A skit burlesquing the Sun’s cen- 
sorship committee was put on by 
Fred G. Aulsbrook, Ward Duane, 
Peter J. Flannery, Joseph Lisson and 
Lewis Young, all members of the 
advertising staff. 


Garland Porter With 
Boone’s Atlanta Office 


Garland Porter, formerly national 
advertising manager of the Atlanta 
Georgian-American, has joined the 
Rodney E. Boone organization. 

He will act as southern represen- 
tative, with headquarters in Atlanta, 
where he replaces “Buddy” Cogill, 
who has been transferred to Chicago. 


Sisson’s New Work 


Arthur F. Sisson, who has been 
with the P. F. O’Keefe Advertising 
Agency, Boston, has joined Wood, 
Putnam and Wood, Boston, as ac- 
count executive. He was previously 
with the Atlantic Lumber Company 


and Procter & Gamble Company. 


HANDWORK THEME 
FOR ADMIRATION 
TO BE CONTINUED 


Successful 1933 Drive to 
Be Strengthened 


New York, Jan. 4—A new cam- 
paign to be released next week by 
E. Regensburg & Sons, manufacturers 
of Admiration cigars, will renew the 
handmade, employment-boosting 
theme successfully used in 1933. 

The comparison between handmade 
articles and handmade cigars will 
receive even greater emphasis than 
it did a year ago, when it was con- 
fined to illustration and headlines. 
This year, it is also present in the 
copy, which in 1933 was devoted to a 
discusion of the cigar itself. 

The stress given the handmade 
idea last year, frequently expressed 
in the slogan, “handwork means 
more jobs”, had a timely appeal due 
to the widespread interest in all 
efforts to reduce unemployment. 

“We strengthened our position in 
relation to the industry,” Edward J. 
Regensburg, director of advertising 
and sales, said concerning the re- 
sults of last year’s campaign. “And 
this was done while sales of high 
grade cigars were falling off through- 
out the country. 


Gets _Bigger Share 


“In the quality field, including ten- 
cent cigars and up, Admiration, as re- 
vealed in comparing sales with gov- 
ernment figures, last year did a 
larger percentage of the total cigar 
volume than ever before.” 

The new Admiration copy, appear- 
ing in metropolitan newspapers and 
available to jobbers throughout the 
country, is testimonial in character. 
Though no names are given, releases 
permitting the advertising agency, 
Rose-Martin, Inc., to use the master 
craftsman’s picture and testimonial 
were given. 

Last year the illustrations were 
professionally posed. The camera and 
tablet this year were taken into 
shops where masters of various 
crafts pursue their work to obtain 
the photographs and copy for the 
1934 campaign. 

This was done for a double purpose, 
according to Mr. Regensburg. It 
strikes at the very heart of other men 
in the industry in which the quoted 
craftsman is a recognized master. As 
many of the hundreds of crafts as 
possible will be covered in this way. 

The plan also has the advantage of 
great sincerity on the part of the 
testimonial giver, for in talking of 
the superiority of handmade goods 
over that which is machine made, 
these men, having studied from three 
to ten years to master their crafts, 
speak heartily, naturally and con- 
vincingly. 

Typical advertisements in the new 
campaign will feature a master sil- 
versmith, a potter and a cabinet 
maker. 

The silversmith, for example, says 
that “in cigars as in silverware, 
handwork is the hallmark of quality.” 

“Good silverware,” the testimonial 
reads, “takes just as much time and 
skill to produce today as it ever did. 
It must be made by hand. The tools 
we use are practically the same as 
those used centuries ago. And that’s 
not surprising. There isn’t any bet- 
ter tool than the trained human hand 
itself. 

“IT don’t know much about cigars. 
But there’s one thing anybody can 
tell—the difference handwork makes 
in the smoking. Handwork is as 
evident there as it is in silverware. 


—handmade cigars.” 

The 1934 campaign slogan is “made 
by hand—but priced no higher,” the 
first three words appearing in script. 


Kilroe Joins “Spirits” 
Harry Schwarzschild, pubjgsher of 
Spirits, New York, has pointed 


Thomas F. Kilroe business gjanaget- 
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HEINZ CAMPAIGN 


SUCCESSFUL; 1S 
TO BE EXTENDED 


New York, Jan. 4.—With sales dur- 
ing the past three months increased 
“tremendously,” the H. J. Heinz Com- 
pany, Pittsburgh, will release a new 
campaign of “groceryfied department 
store” advertisements to run for 12 
weeks beginning Jan. 15. 

The first campaign employing a 
pyramided, paneled layout facilitat- 
ing all kinds of copy gymnastics 
proved successful for several rea- 
sons, with the result that the agency, 
Maxon, Ine., which developed the 
plan last fall, was asked to continue 
it. 

The newspaper expenditure during 
the 12 weeks will be approximately 
$500,000. Between 120 and 130 pa- 
pers will be used in 80 cities. 

At the same time, the home eco- 
nomies radio program featuring Jo- 
sephine Gibson three mornings a 
week will be continued over the 
NBC blue network. 


Three Basic Reasons 


The three principal reasons for 
extending the department store type 
of national food advertising are the 
fact that the fall campaign produced 
increases in sales all over the coun- 
try and throughout the whole line of 
Heinz’ 57 foods, that the idea proved 
very popular with merchants, sales- 
men and trade, and that it gave an 
opportunity to feature certain vari- 
eties of the 57 which previously had 
never been advertised with a separate 
product story. 

As to sales, Howard Heinz, presi- 
dent, reported December business the 
largest in the firm’s history, with 
Heinz increases running counter to 
the general experience of the entire 
food industry at one time during the 
campaign. 

The whole idea of the “groceryfied 
department store’ layout was to lo- 
calize national advertising. This was 
accomplished in two ways. The first 
was the department store layout; 
the second, breezy copy. 

The new campaign will follow the 
old in its general characteristics. 
There will be some improvements, 
based on facts produced during the 
first campaign. ; 


Sell 1,100,000 Toy Trucks 


The greatest change will be in 
format. Copy will be brightened still 
further by type manipulation, greater 
contrasts in the substance of each 
panel and intermingling of news flash 
material with institutional, and use 
of buckeye heads. 

Also to be continued in 1934 is a 
plan of selling miniature Heinz de- 
livery trucks, which has rolled up 
statistics in the past five and a half 
months that on the surface might 
rouse the envy of the automobile in- 
dustry. Over 1,100,000 of these green 
and white Heinz replicas have been 
sold, along with various kinds of 
Heinz foods. 

This is strictly a point of sale pro- 
motion, tying up in no direct way 
with other advertising. The metal 
trucks, rubber tired and electrically 
lighted, are offered at 57 cents each, 
Provided any three different Heinz 
products are purchased at the same 
time, 

Advertised only in the store, mer- 
chants have been highly pleased with 
increased sales the deal has produced, 
according to officials. It is still pull- 
ng strongly. 


Two Pick Vanden 


The Vanden Company, Chicagu 
eeeney, has been named to handle 
advertising of Graves Foods, Louis- 
ville, Ky., and Aluminum Products 
Company, LaGrange, Ill., using trade 
Papers and direct mail. 


Black Rejoins Ford 
ered L. Black, formerly advertis- 
ne Manager of the Ford Motor Com- 
pe ny, Detroit, has resigned from E. 
X. Squibb & Co., New York, to again 
join the Ford company. 


Hubbard & Powel, Inc. 


William Openhym & Sons Company, 
New York, agents for Rossi Mills, 
manufacturers of velvets, have ap- 
pointed Kimball, Hubbard & Powel, 
Inc., New York. 

No consumer advertising will be 
placed for this account for some time. 


Studio Changes Name 

Wolff & Cooley Studios, Inc., Chi- 
cago, will hereafter be known as 
Raphael C. Wolff, Inc. The address 
remains the same. 


Display Guild Moves 


Display Guild, New York, has 
moved to larger quarters at 255-7 
East 24th St. The new telephone is 
Stuyvesant 9-1853. 


New Network 


New York, Jan. 4.—John A. Hol- 
man has been made vice-president 
and general manager of the Broad- 
casting Stations Corporation, third 
major radio chain being formed on a 
mutual basis by George F. McClel- 
land, former vice-president of the Na- 
tional Broadcasting Company. 

Mr. Holman in assuming the new 
post rejoins Mr. McClelland in a 
work similar to that they did jointly 
ten years ago in organizing WEAF 
and starting the Red Network. When 
the station was sold, Mr. Holman 


went with the New York Telephone 


mained with the station . 

Later he was transferred to the 
engineering department of the Amer- 
ican Telephone & Telegraph Com- 
pany, and after three years was made 
district manager of the New York 
Telephone Company at Albany, re- 
signing in December. 

Organization work is_ reported 
progressing favorably, though further 
details concerning participating sta- 
tions and personnel will not be avail- 
able for announcement for some time. 


Dubree’s New Work 


John Dubree, formerly advertising 
manager of Beverage News, has 
joined Bonfort’s Wine & Spirit Jour- 
nal, New York, as advertising rep- 
resentative. 
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Maxwell House Coffee 


Stehli Silk Company, New York, 
made Maxwell House a term of fash- 
ion interest recently when it pro- 
duced a new color and dubbed it 
Maxwell House brown. Stylists add 
that cream-colored accessories should 
be worn with gowns of this hue. 

The first gown in this shade was 
worn by Rosaline Greene, dramatic 
actress aboard Captain Henry’s Max- 
well House Show Boat. 


Philpott Leaves Field 


P. J. Philpott, eastern manager of 
Irving-Cloud Publications, with offices 
in New York, has resigned, effective 
Feb. 1, to become associated with 
the Phoenix Mutual Life Insurance 
Company. His office will be in the 
Chrysler Bldg. 
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A Natural for Beauty Products 


OR the advertising of health and beauty preparations and other toilet articles 

Chatelaine is one of the most important mediums in Canada, having all the desir- 

able characteristics and qualifications for the successful advertising of these products. 
Through Chatelaine your appeal to this market is as direct as a straight line — 


CIRCULATION 


Over 200,000 net paid. Its circulation is national 
in scope, reaching nearly a quarter of all the 
English-speaking urban homes in Canada. 


CLASS 


Chatelaine is designed and edited to appeal to 
younger women — the big market for beauty 
preparations and toilet articles. 


Chatelaine, the mistress of a 
chateau, who usually wore 
the keys of the castle sus- 
pended from her girdle ; hence 
—The Keeper of the Keys. 


Chatelaine is an exclusively feminine and distinctively Canadian magazine 
edited for younger married women. It is modern in style and viewpoint. 


Chatelaine covers a big responsive market for Beaut 


believe the most productive that 


EDITORIAL 


Chatelaine Beauty Culture section sells beau 


Your advertisin 


is seen when the reader is in 


the proper mood to consider your message. 
y 


DEALERS 


Chatelaine has the respect and support of 
dealers. The Beauty Culture Bulletin is sent 
each month to Canadian drug and dept. stores. 


can be ‘a 


publication. Specimen copies and rates on request. 


Chatelaine 


A Magazine for Canadian Women 


481 University Ave., Toronto, Canada. Branches: Montreal, New York, Chicago 
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ADVERTISING AGE 


January 6, 1934 


New P. O. Rule Starts Service for 


Electrical Exporters 


“Stuffing”’ nage | 
nm | H. E. Van Thijn, of Holland, has 
= tu & ,arrived in New York to establish an 
OF Mail Boxes|ssnistion, tc service Americas 


| electrical manufacturers operating in 
|European markets, 

Washington, D. C., Jan. 3.—Post- 
master General James A. Farley to- 
day issued a drastic order aimed at 


stitute of Engineers in Holland and 
was formerly connected with the 
Victor Talking Machine 


tising matter, circulars, ete., in pri-| ham. 
vate letter boxes. : 

The new order, which is declared | 
to be the result of a “flood of pro- | 


Dean Joins Agency 


Louis Dean, for years one of the 


tests throughout the country,” in-| ace announcers of Columbia Broad- 
structs the carrier to take all un-| casting System, has joined Campbell- 
mailed matter to the post office,| Ewald Company, Detroit, where he 


where it will be held as postage due | will be program manager and assist- 
mail and if not called for within the | ant to M. A. Hollinshead, director of 
specified length of time, destroyed. | ‘he radio department. 
It is declared that “in many in-| 

stances carriers have found it diffi-| 
cult to deposit mail in the over-| ‘The Electric Kitchen Times. a 
crowded letter boxes, and in the | newspaper devoted to the promotion 
larger cities this has worked consid-|of the modern electric kitchen, ap- 


Trade Paper Starts 


erable hardship on the carrier with| peared Jan. 1, published by Henze- 
a resultant loss of time.” Martin Publishing Company, Cleve- 
land, which also publishes Electric 


Cookery Times. 


Printers Merge 
The Lezius Hiles Company, Cleve- 
land, and the A. L. Garber Company, 
Abhland, Ohio, printers, have merged. 


Picks Daugherty 


Day-Brite Reflector Company, St. 


Most of the machinery will be lo-| Louis, maker of reflectors and light- 
cated at Ashland, and the Cleveland |ing equipment, has appointed Jim 
office will be a service plant. Daugherty, Inc., St. Louis. 


He is a member of the Royal In- | 


Company. | 
eliminating the place of free adver-|His New York address is Hotel Gor- | 


Uses Aluminum Cans 


Luxury Brand Tuna, product of 
Point Loma Tuna Packers, San 
| Diego, Cal, is now being packed in 
‘aluminum. The metal allows no cor- 
|rosion to take place in the cans, thus 
‘improving the flavor and odor of the 
‘tuna. Economy in shipping weight 
is gained through use of the light 


metal, it is said, and the cans are 
designed to be used as dessert or 
salad molds. 


Regulates Stores 

The Newark, N. J., city commission 
has directed its corporation counsel 
to draw up an ordinance regulating 
all stores in the city to prevent mis- 
representation of products in ad- 
vertising. The stores will pay a fee 
of $1 in addition to any existing 
licenses. 


F aller Appointed 


Romig Fuller has been appointed 
San Francisco’ representative’ of 
Radio Productions, Ine., Los Angeles 
program-building organization, with 
headquarters in the Sir Francis 
Drake Hotel. 

Two for Federal 

Two contracts for spectacular elec- 
tric signs have been awarded to the 
Federal Electric Company, Chicago, 
one by Hiram Walker & Sons Com- 
pany, Peoria, and the other by the 
E. Kahn Sons Company, Cincinnati. 


ING-RICH 


ENAMELED SIGNS 


REAKING through the preoccupations of mankind to put 
your product across is one of your big problems as an adver- 
tising man. You may dramatize your advertising presentation . . . 
you may use the cleverest advertising showmanship, yet the whole 
effort may be spoiled if you neglect to tie-up your general adver- 
tising with colorful ING-RICH SIGNS AT THE POINT OF 


ACTUAL SALE. 


Their bright, clean-cut face of everlasting porcelain will jog the 
memory of the most absent minded consumer . . . help ring more 


Wi bo Ove ManT 


cash registers of dealers everywhere . 
efforts and make it more productive of direct results. 


. . Support your advertising 


For many years ING-RICH has specialized in the design and 


manufacture of effective ‘point of sale’ advertising signs. Their 
accumulated experience and recommendations are always at your 
disposal. Let us prepare a sign for your inspection and approval. 


INGRAM-RICHARDSON MANUFACTURING COMPANY 


PENNSYLVANIA 


UNUSUAL COPY 
PROVES VALUE 
TO HUB HOTEL 


Parker House Gains Friends 
With Unique Series 


New York, Jan. 4.—That advertis- 
ing can be as interesting as pure 
reading matter and, withal, effective 
from the selling angle and truthful 
has been demonstrated by the cam- 
paign running in newspapers and 
magazines since March and now 
scheduled to continue indefinitely for 
Boston’s Parker House. 

Advertising men, noting that Glen- 
wood J. Sherrard, president and 
managing director of the Parker 
House, gives all the credit to Ben 
Laitin, Albert Frank-Guenther Law 
account executive and writer, have 
held up the hotel’s copy as_ proof 
that it pays to give free rein to the 
copywriter. 

While Mr. Laitin admits he has 
had the last word on copy, he in- 
sists the credit should be divided, 
saying that Mr. Sherrard contributed 
to the material and plan. The two 
have worked together on hotel ad- 
vertising for several years, in which 
time Mr. Sherrard has built up sev- 
eral properties. 

Delving into the 75 years of his- 
tory behind the Parker House, Mr. 
Laitin unearthed a wealth of ma- 
terial for interesting copy and then 
adroitly linked the historical data 
to facts about the accomodations cur- 
rently offered. The tariff, usually 
headlined with a superlative or two, 
is buried in the text of the Parker 
House advertisements or relegated to 
a footnote in small type. 


Two Kinds of Copy 


Copy is of two kinds, both alike in 
choice of material but different in 
style. One slant is used for Literary 
Digest and newspapers, while adver- 


tisements for Time are written Time- 
style. 
Included in the subjects are the 


first proprietor, the invention of the 
Parker House roll, celebrities and 
social events of bygone days, old 
customs, Boston landmarks and even 
old advertising. One advertisement 
begins: 

“Even tyros in the art of gustatory 
appreciation recognize a Parker 
House roll when they see one, but 
many a wordly gourmet is ignorant 
of its origin and significance. The 
golden, folded roll, soft inside but 
crisp outside, takes its name from 
the hotel in Boston whose cuisine has 
been famed for more than two gen- 
erations. Harvey D. Parker, founder, 
was fond of innovations; his were 
the American plan and the Parker 
House roll. The pastry is universally 
popular, universally imitated.” 

Under another subhead in the same 
advertisement is a description of the 
new neon sign atop the hotel and 
an explanation of why it is green 
Another advertisement features the 
newspaper copy announcing the open- 
ing of the original Parker House 
with the comment that the old ad- 
vertisement would be just as good 
if used today. 

The full freedom given Mr. Laitin 
is evidenced by passages such as the 
following: 

A Gentleman Sniffs 

“One day last week a dignified old 

gentleman wandered into the first 


floor Coffee Shop of Boston’s Parker 
House, surveyed the attractive fur- 


nishings, neatly-aproned waitresses. 
Unimpressed, he sniffed, wandered 
right out again. Mumbled the old 


gentleman: ‘I don’t like it at all. 
I’m part of the tradition of this 
hotel, and I guess I belong in the 
Grill. That’s where I’m going.’ ” 

Aware that tradition as a campaign 
theme might lead some readers to 
forget that the present-day Parker 
House is thoroughly modern, Mr. 
Laitin uses the following copy from 
time to time: 


“Hello, Old Man! 


You're not old, 


COPY FOR ALMANAC 


New Hawrsnine if 


- YE TRAVELER'S OUTLOOK /or 1934 


SCHOOL AND TREMONT STREETS 


BOSTON 


An advertisement for the 1934 
edition of the famous “Old Farm- 
er's Almanac," written by Ben 
Laitin for Parker House, Boston. 


of course. It’s just an affectionate 
term used by your good friends—and 
you like to hear them say it. We, too, 
are flattered when people refer to 
‘the old Parker House’. In point of 
fact, we’re the most modern hotel in 
Boston, but we like the expression 
because it recalls the glorious his- 
tory of this famous hostelry.” 


Many Evidences of Success 


The first advertisement, which ap- 
peared in March, offered a free book 
on Boston and the Parker House. 
Over 1,000 requests were received, 
and many of the correspondents re- 
sponded to the copy’s friendliness 
with long letters of reminiscence of 
their experiences at the hotel. 

Since then hotel men from all over 
the country and abroad have written 
congratulatory letters, readers have 
spontaneously expressed approval of 
the interesting copy, and scores have 
walked up to the desk to register 
with a copy of a publication contain- 
ing an advertisement in their hand 
and asked for a room like one men 
tioned in the copy. 

Other evidence that the advertise- 
ments have built up a large follow- 
ing developed when copy offered the 
hotel’s coffee by mail or asked advice 
as to whether or not to issue a recipe 
booklet. 


Plan Campeien 
For Asheville 


Asheville, N. C., Jan. 4.—The 
Asheville Chamber of Commerce plans 
to resume an extensive newspaper 
advertising campaign in behalf of 
the city of Asheville in 1934. Only 


a limited campaign, addressed to 
tourists returning from Florida to 
northern cities, was attempted in 
1933. 


“In 1934 we confidently expect not 
only to be able to repeat our Florida 
campaign,” said Ottis Green, newly 
elected president of the Chamber of 
Commerce, but also to carry out a 
spring and summer advertising cam- 
paign in the middle west and in the 
east with funds provided by the city. 

“This will be one of the first mat- 
ters to be taken up by the new board 
and, in a community that relies so 
much on the tourist business, this is 
one of our important tasks.” 


Wallace’s New Work 


Andrew C. Wallace, formerly with 
various metropolitan dailies and Dan 
Brothers Advertising Agency, Tulsa. 
Okla., has joined Butler’s, Inc., Lex: 
ington, Ky., as sales and promotion 
manager. 


Two for Fralick & Bates 


Fralick & Bates, newspaper repre 
sentatives, Chicago, have been ap- 
pointed by the Goshen, Ind., News: 
Times and Democrat and the Duncan. 
Okla., Daily Banner. 
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— a 
| Hudson Establishes New T ewriter In the new product, every move- | Danby to Eshleman 
| : Fi ld S 7 D YP — = SS ae = Ceateees | Robert J. Danby, formerly with 
te ervice epartment e ° from the keyboard, and all hand Pure weed Advertising Inc. General 
Hudson Motor Car Company, De- With Electric operations, necessary to shift the Outdoor Advertising Company, and 
INCREASE COPY cesacry par 8 verte Pracgelle 4 ° carriage in the conventional type-|the Iyan B. Nordham Company, has 
cessory merchandising activities with Sh ft F, d writer, are eliminated. | joi . Benhamin Esheleman 
the establishment of a field service l eature o- fomee ig jelphia, as vice-presi- 
First copy asks the readers to call | Company, liadeiphia, as pres 
Govetopment Gopnrupent, eee dent in charge of the New York of- 
T. H. Stambaugh. f lv of th the local Burroughs office for a dem- chars . 
ambaugh, formerly of the , z fice, 1825 Empire State Bldg. 
: General Motors headquarters staff, Detroit, Mich., Jan. 4.—To intro- | onstration, or write for an illustrated , 
j will head the new department, which |duce a new electric carriage type- | folder. ae 
—— will be a unit of the general sales | writer, in which a built-in motor re- —— Foreman Leaves W. B. C. 
division, and will direct development h ‘ ain 
t Li t j M n Y [S$ of the servi d i busi So eee Speee 8 te h T U h ld Edwin C. Foreman, Jr., has re 
: service and accessories busi- riti if ; : vaw 4s , oo Mes . 
= Larges IS In a y Ti ness of distributors and dealers. anes Yee a and agg Bo c an Store ax pne |signed as a member of the sales staff 
x ae itals, urroughs Adding Machine | The state tax on Michigan chain|of World Broadcasting Company, 
to Be Employed Company has launched a national |stores has been upheld in a decision | Chicago. 
| “ ” magazine campaign, directed by|handed down by the circuit court. | —_—_——- 
=| hs Tells Lowdown Campbell-Ewald Company, Detroit. | Suit to prevent the state from col-| Brai d Platt Di 
=| Lansing, Mich., Jan. 4—Following The 1934 Advertising Lowdown” Time, Saturday Evening Post, Na- lecting the tax was filed by C. F.| ratnar a tes 
a. “stop the press” pre-announcement was discussed by A. J. Fehrenbach, Sante Sdieees ¢ shen anil alias Smith Company, grocery chain, and Brainard Platt, assistant to the 
—i My cad in this week’s Saturday Eve- advertising editor, Chicago Journal |"t0N 8 OUSINESS, SY: simeSS | 26 other chain companies. The de-| president of the Courier-Journal and 
| fay sprea¢ in » weeks Dare y | Of Commerce. in an address before Week form the nucleus of the com-| ¢jgion will be appealed to the su-| Louisville Times died at his home in 
= | ning Post, and “pre-show” copy in| Milwaukee Advertising Club Jan. 4.!pany’s introductory drive. preme court. Louisville on Christmas day. 
4 Wednesday’s New York Times and} —___ a — —— 
< Herald Tribune, the Oldsmobile divi- = 7 rts ae ay test Yr: a y 7 ae 
i} . . 
= | sion of General Motors will formally 
4 announce “a bigger, more beautiful 
~ eight,” and “a new low-price all-fea- 
tore six” Rew gern Beene 6 let his resolve pass out of mind. But this 
this week-end. 

With its new “six”, Oldsmobile will A evening, on the way home, his eyes encoun- 
declare that it is entering the low- : ae ee 
price field. The “six” and “eight” tered an electric sign. 
will be announced simultaneously. “Ah, shaving cream, I almost forgot it!” 

The major portion of the Olds- » . . = ee ee ee ee peee 
mobile introductory campaign will be e mused, and went into the store and made 
concentrated in newspapers. An- ; his purchase. 
youncements wil be timed to cor- — v le: Th | ill 
respond with show openings through- nother example: le jones amily 
out the country. More than 1,500 ; moves into a new neighborhood. Mrs, Jones 
newspapers, a larger list than this CASHING-IN ON ADVERTISING THRU DEALER ELECTRIC SIGNS Stan , : h sh 1s = I 
General Motors division has used for discovers that she needs groceries. mme- 
many years, will be employed before . a oo diately that she starts out on the buying path, 
the introduction is complete. By W. D. KRUPKE 

, ; > : she looks around, consciously or subcon- 
Many Magazines on List General Sales Manager ; ; ee ; 

Starting in a few weeks, an ex- sciously, for an electric sign that says, “Here 
tensive magazine program will be - ; is where you can buy groceries.” And she 
added, with comprehensive represen- N recent articles I have dwelt primarily on the part that electric “spectaculars” along . 
tation in the weekly, monthly, class Chi , sky] : ‘ goes there to buy. Added sales and profits 
a lle aot uicago’s ““Skylin Signs” ¢ aving i - era in advertising. ; ave calle 
csi ik Gea Sane yline of Signs” are playing in the new era in advertising, and have called for that grocer. 
fields. Farm papers, also will be used attention to the acceptance of electric spectaculars by leadi ational advertisers as <¢ a —_ . 
eg ah = , ; ¢ spectaculars by leading national advertisers as a Take the case of Mrs. Smith: Each day 
on a large scale. A full trade pub- vital force in their advertising progr : 

: : « < fe Sings OTe a . F 
estion sebaiule qth paves te 200 ons g programs she passes that hardware dealer's sign down 
the story to dealers. ut there is yet another factor that is playing an increasi ri in ¢ - Th: . 

Beginning the second week in Feb- : t is playing an increasingly important part in contem the street. This morning she needed a ham- 
ruary, Oldsmobile will return to the porary advertising. “This additional factor is—Dealer Electrical Adver- ner to hang a picture — Mr. Smith had 
air, with a twice-a-week chain pro- tising. 
gram scheduled for Tuesday and Fri- - na ae - ahs - , broken the handle on the old one—and the 

f i LOS S « P Ss av as « J » : se » 
day wheein. t of the other forms of advertising have as their primary pur question was, “Where can I buy a ham- 

“Knee-Action” wheels will, of pose creating in people a desire to buy this : . ‘ . 

: é a de: y this or that particular brand of >” camel Se ee Se 
course, receive considerable stress in TI : ; ; on F mer?” Immediately the hardware sign came 
early copy, as it will in that of all Prawuce. at, by and large, is their function, to mind—was associated instantly with her 
General Motors cars. Other features Dealer ctric re . ; : eh : : 
het 205 Sd ceekaes wee electrical advertising, at the tad sale, has as its purpose wants—and she went there to make her pur- 
“super-hydraulic brakes” and “center- telling people where to buy after the desire is created. It serves as a chece, 
ontrol steering.” connecting link betw : ¢ ee ge es, : "" 

g link between these other forms of advertising and a dealer’: iti 
This last feature, according to W. D. KRUPKE ; G ; __ acai Not Competitive 
inn Oldsmobile, is an important improve- place of business, thus enabling manufacturers and dealers to realize wl oo a ed - ld 
. . ‘ ci , -action” ; ° “3 lat other forms of advertising woulc 
pw mank ae poles HY Sear greater returns on their national and local advertising dollars. : : . 
the wheels. Its purpose is to divorce serve in these particular instances, as does 
vice steering from road shocks taken by i ® s ae aa 
sipe front wheels. It is Oldsmobile’s claim Electric Signs in the Motor Car Industry dealer electrical advertising ° 
that as a result of the improvement To illustrate. Thousands of dollars are the dealer did not have an electric sign It is for these reasons that we come to 
the car is much more responsive to ; as é f R , : . Ss a an 
; ‘ ertis ach vez . » advertias the logical conclusion that dealer electrical 
the steering wheel, and the wheel it- spent on national advertising each year by tieing-in with his advertising. er 
self is completely free from “shim- automobile manufacturers to create in people Let this event occur several hundred times 24vertising does not compete with other 
my.” ; , : : ¢ " cee q , ac 
le The Oldstacbile account is handled a desire to buy this or that particular ear. throughout the country and the loss incurred forms of advertising, does not take the place 
: ? ef ae ; ' ‘ é i> 3 of other forms of advertising, and cannot be 
through the Lansing and _ Detroit And granting that the purpose of this na- by the absence of dealer electric signs is con- . a 
offices of Batton, Barton, Durstine & : 7 . : ; replaced by any other form of advertising. 
The Ouiere, the tional advertising is realized—that a person siderable. ; beer is 
} : It is a necessary entity unto itself in the 
ans —__—_——— reads these advertisements and decides to Additi 1 Ad ¢ porant feld—tl og d 
per . : ; itiona vantages advertising field—the way to increased re- 
mr Six More Advertisers buy a particular car—sooner or later that g leanne Saad silica tiaiiiais ik ahauatitaaas 
: ; , ; sony s of advertising. 
nly Appoint Hanff-Metzger person starts out on the buying path. He But there are other ways, too, in which Lead; : ane aad h 
oi a imu : - ; ss itty ' ‘ fi — ading national advertisers throughout 
” Ayer Company, Lowell, Mass./  unters along “automobile row.” consciously —-dealer-electrical. advertising performs its job. . co 4 
to Ayer’s Pectoral and Ayer’s Gestex, saunters along auto e » consciously 1 i ble Jonath ; the country are now profiting from dealer 
i has appointed Hanff-Metzger, Inc. . . . ‘he onorable Jonathan ones. for 
in , , a a on : ; S, 4 . 
New Yash. @Gilue gau Goseente are: or subconsciously looking from one side to ' me J a: “ electric signs planned and erected by Federal. 
¥ < . " as - }4 >, ’ D S y s = > 
not ee IE Mong the other for a dealer sign. that tells him,- C**™Ple, noticed this morning that his sup In subsequent articles I shall tell more about 
“ e a > . : ee . ‘ . i Be ie ’ ’ . 
be lyons Silk Dyeing Company, Pater- Here is where you can find the car you — Ply of shaving cream was nearly exhausted. them, In the meanwhile, should you wish 
“on, N. J.; American Beslin Com- aan ; Hence, while powdering his face after the : . 
r of pany, New York, Beslin and Atom- want.” And he goes there to buy. P x more complete details regarding the possible 
it a idine, a stainless, nenpoisonous L £ Sate Avoided morning shave he resolved to purchase an- application of dealer electric signs to your 
am- iodine; Bon Products, Ine., New OSS O ale Avoide . : ; : ; 
a York, ““Conservized” food products, other tube of shaving cream this evening on __ business, we shall be glad to send them to 
‘ity. sed Dictograph Products Company, But had that electric sign not appeared his way home from the office, then promptly = you upon request. 
‘ ‘ew York, Acousticon hearing device ; j 
ind Dictograph communication sys- over that dealer's place of business the 
tems, 
io seems drvtwnattd wer te weistie. « FEDERAL ELECTRIC COMPANY 
Gibson and Dempster become discouraged over the possibilities of 
+ 66 . : ; , 
Join “Herald Tribune” | finding a dealer for that particular car and INC. 
Ce i : , ‘ 
{an 1 Gaon, formety an e<| ave gone into some ater dealer’ place ot CLAUDE NEON FEDERAL COMPANY vr 
. hg of Amos Parrish & Co., New bus; h a al 
ith ork, has been added to the local usiness, Where another make of car was on 
ee a(lvertising staff of the New York ; 225 NORTH MICHIGAN AVENUE CHICAGO 
“i Herald Tribune display, and subsequently closed the sale 
lisa, William tl ‘ f ” d CINCINNATI DALLAS DULUTH HOUSTON INDIANAPOLIS LEXINGTON 
Lex: veonian pster, lormerly ad- there. LOUISVILLE MILWAUKEE MINNEAPOLIS NEW ORLEANS PHILADELPHIA 
tion hs Using manager of B. Altman & : ; ; ; 
».. joined the paper in an executive Should this happen, the national advertis- 
Promotional capacity Jan. 2. . * s Subsidiaries: 
Z ing done by the first manufacturer, or the 
s Em lo ’ oe nial ‘ ; FEDERAL BRILLIANT CO. CLAUDE NEON FEDERAL CLAUDE NEON FEDERAL 
ocal advertising do ’ his dealer, w 
Si Came ee a wages local advertising done by his dealer, would St. Louis and CO. OF OKLA. CO. OF KANSAS 
P - So -ompany employes se + —— o8 , ~ » 
ap in the ae ae rele ate be a total loss in this instance simply because Kansas City, Mo. Oklahoma City, Okla. Wichita, Kansas 
“es ved Christmas gifts totaling 
®-".071 in cash. 
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10 ADVERTISING AGE 
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The Gulf Refining Company selected Cleveland as the city in which to 
use this spectacular type of painted bulletin displays. Three of these 
super Gulf bulletins dominate the attention, day and night, of more 
than 150,000 Cleveland motorists. The above display is 22 ft. by 60 ft. 
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One thousand square feet of advertising space (20 feet x 50 feet) 

is provided for this CAMEL CIGARETTE copy. It is one of the 

many city-wide super painted bulletins employed in the city 
of Cleveland by the R. J. Reynolds Tobacco Company. 


Painted Outdoor Advig « 
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has learned that the 
responds to Outdoo 
ing promptness and 
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diag exerts its greatest 
Miser after advertiser 
helt Cleveland market 
orértising with surpris- 
d @rprisingly low cost. 
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CITIES SERVICE 


| ee LEN AND OIL 


» tl any other city, you 
bug that truly dominate. 


Dependable in’ “ang PTemperature | | 


a | 


. FF ere eee ~ -" 
iba of display space : THA RAR GSI testy Pi ne 
ig aximum attention Mounting the world’s largest circular thermometers on painted 

bulletins of such giant size as shown above (20 feet x 64 feet) 
du service adve rti sed has all Cleveland “talking about” CITIES SERVICE. 
es 


e @e city bulletin, you 
1u@ertising display on 
n Gnd ...1000 square 
O!fis why such famous 
e Mal concerns here 


olfgse painted displays | MAXWELL HOUSE COFFEE 


: GOOD TO THE LAST DROP 
eveland campaign. 


WME MMMM 


~ 
OL We en 


THANKEE FOLKS, FOR ~ 
LIKING MY SHOW BOAT 
AN’ FOR YOUR LOYALTY 


General Foods Corporation utilizes a part of its huge city-wide painted 
bulletin display in Cleveland to feature MAXWELL HOUSE COFFEE, 
the balance of the display being devoted alternately to POST BRAN 


BING COMPANY, INC. FLAKES, POST TOASTIES or GRAPE NUT FLAKES. Above is one 


of the typical super units of the display. Size 20 feet by 50 feet. 


ale 


ion ® Cleveland, Ohio 
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January 6, 1934 


Nash Motors . 
Announces Its 
New LaFayette 


New York, Jan. 6.—The Nash Mo- 
tors Company this weekend pre- 
sented its new LaFayette, the latest 
addition to the low-priced automo- 
bile field. 


to the motoring public is being made 
at the New York automobile show 
after months of secret pre-prodfiction 
work during which even the name 
of the new car was carefully shrouded 
in mystery. 

First advertising copy appearing 
on the new car in local newspapers, 
in’ connection with the automobile 
show, heralds the LaFayette as “an 
entirely new kind of low-priced car 

bigger, heavier with hidden 
‘big car’ values.” It talks of the 
“costly construction features never 
before put into a car in this price 
class” and continues: “they work like 
jewels in a fine watch movement. . 
these features proven and recognized 
lie back of that noiseless luxury, that 
long-life smoothness, that extra rid- 
ing comfort which you will find in 
some big, expensive cars.” 

Teaser copy featuring the “jeweled 


|handled exclusively by regular Nash 
The formal debut of the LaFayette | 


movement” idea in news pictorial | 
style is running in news sections co- 
incidentally with the announcement 
advertisements appearing in the spe- 
cial automobile show sections. 
Intensive advertising on the new 
LaFayette will start early in the 
spring with schedules in newspapers 
and magazines, it is indicated here. | 
The LaFayette is intended as a 
companion for the standard line of 
Nash sixes and eights and will be 


distributors and dealers. Advertising 
is being handled by J. Walter Thomp- 
son Company, while Frederick & 
Mitchell continue to handle the reg- 
ular Nash line. 


——__—_—- 


Visomatic Organizes 
New England Company 
Visomatic Systems, Inc., New York, 
has formed Visomatic Systems of 
New England, Inc., with headquar- 


NEW TIDE WATER 
CHALLENGE STIRS 
FRESH INTEREST 


Armored Battle of Summer 
Months Recalled 


New York, Jan. 4.—Reappearance 
of the challenging knight copy of the 
Tide Water Oil Sales Corporation in 
the form of a New Year’s resolution 
brought statements from some of 
the firms which participated in the 
armored oil tilt last spring to the 
effect that they will not renew it 


ters at 25 Huntington Ave., Boston. 
The new company is headed by 
George K. Thompson, formerly vice- 


president and sales manager of M. H. 
| Rhodes Company, Hartford, Conn. 
| 


To Advertise Insurance 

The Association of Life Insurance 
Agency Officers has appointed Rich- 
ardson, Alley and. Richards Company, 
New York, to direct its advertising 
for Financial Independence Week, 
March 19-24. 


|}and expressions of regret that the 
| belligerent note, though considerably 
|softened, should be sounded again 


;}at the outset of a new year. 


Similar Copy Used 


The Tydol 1,500-line advertise- 
|ment, placed last week by Lennen 
'& Mitchell, Inc., ran in 300 eastern 
newspapers. In general, it followed 
the plan used to introduce Tydol’s 
Triple X gasoline last June, but was 


———— 


WESTERN UNION AND POSTAL TELEGRAPH ARE AMONG THE THOUSANDS 
OF LARGE CONCERNS USING MEYERCORD TRANSFERS FOR 


: The International System 


Meyercord Transfers 

are the modern sub- 
stitute for handpaint- 
ing. They are used by 
thousands of concerns, 


sometimes simply to iden- 

tify their branch stores or their 
dealers, more often to carry an adver- 
tising message at the - point-of-sale. 
Applied usually to windows and doors, 
Meyercord Signs may also be used on 
other surfaces such as mirrors, show- 
cases, woodpanels, in fact any smooth 
surface. Meyercord Signs are made 


TELEGRAPH/ 


ful than hand-painting. It 
you recognize the value of 


identifying 


cord Signs 


in any size, any com- 
bination of colors. 
While costing much 
less, they are more 
permanent, more color- 


your dealers, of advertising 


your product at the point-of-sale, 
write us for samples of our modern 
work, for suggestions as to how Meyer- 


will be of definite benefit 


to your business. The Meyercord 
Co., 208 W. Washington St., Chicago. 


READY AGAIN 
Aagain...in 1934 


Tydol Challenges 


and Pledges.. 


2 -Oet «oer reget priest gue oy 
market oS cerpene 11) om ent knee 
et eetr! wee 


2 et ne other requier priced gas © @ phe 
ete pewe mengs 6 eee 
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eecewes A keer etee an Gries 


TRIPLE'X’ 


IF IT'S TYDOL...IT'S FIRST IN QUALITY 


Fresh Tydol challenge in newspa- 
pers, which has created much in- 
terest among eastern oil men. 
carefully rewritten to avoid bald 

superlatives. 

“Again . . . in 1934 Tydol chal- 
lenges,” the New Year advertisement 
said, above the upraised sword of 
the same mailed knight who _ ini- 
tiated the summer campaign, said 
to have been one of the most suc- 
cessful waged in the petroleum in- 
dustry during 1933. 

Below the headline, Tide Water 
again made a triple pledge, one point 
for each X. Instead of claiming 
highest rank as to each of three 
qualities, the rewritten advertise- 
ment stated that no other competing 
gasoline exceeds Triple X. 


Softens Claims 


Last June, Tydol claimed ‘the 
highest anti-knock rating ever of- 
fered at regular gas price.” This 
was softened in the New Year chal- 
lenge to a pledge “that no other reg- 
ular priced gas in any market will 
surpass Tydol in anti-knock quality.” 

Instead of saying that Triple X 
is “the most powerful ever offered 
at regular gas price,” as it did last 
summer, Tide Water revised its 
statement to say “that no other reg- 
ular priced gas will give greater 
power, mileage, or economy.” 

Tide Water’s third claim last sum- 
mer, “the first lubricating hi-test 
gasoline . .. it lubricates as_ it 
drives,” was reworded to read “that 
Tydol will continue to be different 
because it lubricates as it drives.” 

Additional fighting copy was _ in- 
serted into the New Year's rewrite: 


“You'll read plenty of gasoline 
claims in 1934 . hew gasolines 
may appear . . and other gaso- 
lines may show improvements. But 
Tydol is set to maintain its 1933 
leadership. 


“Tydol will not be surpassed in 
anti-knock. It contains tetraethyl 
lead, formerly used only in premium 
priced gasolines. Tydol will give 
you a perfectly balanced perform- 
ance combination . power, mile- 
age and economy. 

“Plus Tydol’s lubricating feature 
that is yet to be matched by old- 
fashioned gasolines.” 


No Follow-up Planned 


The theme of previous’ cold- 
weather copy appearing in three De- 
cember insertions previous to the 
New Year’s challenge was included 
in the slogan, “the only winter gas 
that gives you one-half second start- 
ing plus instant lubrication.” 

Definite plans have not been made 
to follow-up the “re-challenge,” ac- 
cording to an official, who noted that 
last year the Tydol challenge copy 
immediately gave way to “regular 
business.” 

In response to a direct inquiry as 
to whether the Richfield Oil Corpo- 
ration, which last June followed 
Tide Water’s war whoop with a 
“challenges accepted” advertisement, 
would do the same this year, Ben 
N. Pollak, Richfield’s advertising 
manager, stated: 

“We see no particular advantage 
to the motoring public, the petro- 
leum industry, or to ourselves in 
further provoking an _ advertising 
controversy which was originally 


projected by a combination of coin- 
cidence and circumstance. 

“When we originally ‘accepted all 
challenges’ in the spring, we invited 
motorists to compare any competing 


non-premium gasoline with 


priced 


Richfield Golden by submitting sam- 
ples for scientific test to a recog- 
nized non-partisan authority. 


Strange Coincidence 


“Professor E. H. Hamilton, head 
of the automotive engineering de- 
partment of New York University, 
after testing all brands of gasoline 
submitted to him, reported ‘no com. 
peting gasoline excels’ Richfield 
1934 Golden Gasoline in the aggre- 
gate of the ten premium qualities 
claimed for it.’” 

The coincidence referred to was 
that Richfield had planned previous 
to Tide Water’s challenge a series 
employing an armored knight as il- 
lustration. Tide Water’s copy broke 
first and Richfield immediately re- 
vised its first advertisement as an 
acceptance. 

An official of the Standard Oil 
Company of New Jersey, another 
firm which participated in the oil 
advertisers’ vernal affray, declared 
the new Tydol challenge will be dis- 
regarded and noted the disapproval 
voiced in the industry following the 
first appearance of the challenge. 

Last spring, it was pointed out, 
the intensity of advertising claims 
was produced by the fact that use 


CHALLENGES ACCEPTED! 


But let’s fight wiff FACTS, 
not wo@ds... 


RICHFIELD 


Golden (:5} GASOLINE 


Tene in on the now “Richfield Coyntry Chie” radio pragrems, Pndeys ot ¥30 te 10.00 pm. Davhght Tome Colvmino Syvtom 


How Richfield used an old adver- 
tisement as the background for 
announcing the result of its tests. 


of tetraethyl lead was made avail- 
able to the industry at large, and 
each advertiser tried to outshout his 
competitor, regardless of the fact 
that the process had become com- 
mon property. 


Makes Charity Offer 


As a result of Tydol’s challenge 
last spring, Richfield offered to pay 
$1,000 for each brand of non-pre- 
mium gasoline competitive in price 
with its own that was judged to ex- 
cel in the aggregate of ten perform- 
ance qualities: anti-knocking, quick- 
starting, acceleration, maximum 
speed, minimum carbon formation, 
gum-free properties, minimum sul- 
phur content, minimum presence of 
acidity, minimum corrosive  prop- 
erties, economy of operation. 

There are over 20 such eastern 
competing brands. The money, if 
won, was to be turned over to any 
charitable or relief organization des- 
ignated by the motorist who alleged 
the competing brand’s superiority. 

Folders were distributed at Rich- 
field stations. In each of the cases 
investigated following consumer re- 
sponse to the offer, a representative 
of Richfield and the consumer made 
the rounds of stations, selecting 
three samples of the competing gas- 
oline and three of Richfield’s prod- 
uct. 

These were submitted to Prof. 
Hamilton for analyses. Richfield 
did not have to pay out as a result 
of its money offer, but derived the 
satisfaction that its claims were 
backed in a way that showed the 
company’s determination and_ sin 
cerity. 

Subsequent copy reproduced Rich: 
field’s “Challenges Accepted” copy 
over which in bold type was Prof. 
Hamilton’s report of his finding no 
competing gas to excel in the aggre 
gate the ten specified qualities. 


Riley to Parent 


John U. Riley has joined the staff 
of Edward D. Parent, Boston, pub 


lishers’ representative. 
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ADVERTISING AGE 


COMPLETES NEW 
INVENTORY OF 
PANTRY STOCKS 


“Cleveland Press” Reveals 
Trend in Buying Habits 


Cleveland, Ohio, Jan. 4.—The sec- 
ond pantry inventory of the Cleve- 
lund Press, Scripps-Howard news- 
paper, coming 18 months after the 
first inventory, brings to light nu- 
merous changes in the marketing 
and buying habits of Cleveland 
housewives. 


The second inventory of foods 
found in» Cleveland pantries was 
made through the cooperation of 


the Cleveland Parent-Teacher Asso- 
ciation, as was the first, which was 
completed in June, 1932. Manufac- 
turers queried indicated they de- 
sired the same questions asked and, 
with a few additions, the same type 
questionnaire was made up. 

Two months, November and De. 
cember, were spent in inventorying 
5.457 homes, a two per cent cross 
section of the homes in all sections 
of the city. Only the food products 
actually on hand were counted. 


Chains Lose Few Customers 


The Press inventory disclosed that 
71.1 per cent of all purchases were 
made in chain stores as against 72.6 
per cent in 1932, despite the big 
growth in voluntary chain . stores 
during the past year. While chain 
store buying in class C homes in 
poorer sections decreased over the 
1S months, there was a gain in chain 
store buying in class A and B homes. 

\n important disclosure was that 
only 20 per cent of the housewives 
listed “price” as the important factor 
in their patronage as against 31 per 
cent in 1932. This indicates that a 
stalemate has been reached on price 


through close competition among 
the chains, and other factors now 
govern the buyer’s choice. A break- 


down of figures shows that store 
preference changes with product 
classification. A noticeable shift in 
popular brands is noted in the com- 
parison of the two studies. 

From answers to the question. 


) naire it is found that 47.7 per cent 


- of the food dollar is now spent on 
> Saturday, an increase of 2.9 per cent 


over 1932. Dealer suggestions influ- 
Fence 28.1 per cent of the total mar- 
| ket. 


the highlights of the 


» study are as follows: 


© sold 


© buying 


Chains’ Coffee Popular 


Fifty per cent of chain coffees are 
to customers of other stores, 
indicating the pulling power of chain 
brands. Considerable shift in tea 
habits has been brought 
) about by recent chain promotions, 
) where 69 per cent of the consumers 

Purchased national brands in 1932, 


' only 53 per cent purchased them in 


gor 


# 


A 


White bread in the nine and ten- 
cent class comprised 65.8 per cent of 
the business in 1933. A yellow soap 
continues -as the leader in the laun- 
dry bar field. 

One of the startling disclosures 
Was made in the mayonnaise field, 
in which a salad dressing which has 
been on the market only ten months 


how comprises 32.6 per cent of the! 
Mayonnaise in general. 


total sales. 
took a decided slump as the buyers 
turned to salad dressing. 


“Chicago Tribune” 
Pays Holiday Bonus 


The Chicago Tribune paid Christ- 


me as bonuses to all employes, the per- 


“eitage depending on the length of 
Service, 

The bonus ranged from 3 to 10 
oa cent, even the elevator men in 
ribune Tower receiving the extra 


me ‘lividend, 


Offers New Service 

The 
Compar 
and 


Carload freight 
routed OV 


Chesapeake & Ohio Railway 
ly has established a collection 
delivery service for less than 
lots for shipments 
er its lines. 


Saffan Joins Fawcett 


Fred C. Saffan, who recently re- 
signed as vice-president and partner 
of the Kirtland-Engel agency, Chi- 
cago, has joined the Chicago staff of 
Fawcett Publications. Mr. Saffan was 
formerly with Gundlach Advertising 
Company, Collins-Kirk, Ine., and 
College Humor. 


a 


Death Takes Swan 


James M. Swan, secretary-treas- 
urer of the Sentinel Printing Com- 
pany, Indianapolis, died this week at 
his home in that city. 


Kemble with Distiller 


F. H. Kemble has been appointed 
sales manager on Angostura dry gin 
by the Angostura Wuppermann Cor- 


poration, New York. 


Minimum Resale 
Prices Set By 
Drug Companies 


New York, Jan. 4.—Further efforts 
of manufacturers in the drug field to 
maintain minimum resale prices are 
noted here with the announcement 
of Seeck & Kade, Inc., maker of Per- 
tussin, that it will hereafter exercise 
its legal right of refusing to sell to 
distributors who do not respect its 
suggested retail prices, and with a 
similar announcement by Parke, Da- 
vis & Co. to retailers in California 
that their merchandise will no longer 
be sold to retailers who refuse to en- 


ter into a resale price contract. 

The contract which Parke, Davis & 
Co. are now requiring of their deal- 
ers in California has been devised to 
meet the terms of the California fair 
trade act, under which the mainte- 
nance of resale prices is specifically 
allowed. 

A further test of the validity of 
this act is scheduled for Jan. 22 in 
the superior court of Los Angeles, 
when the case of a grocer, convicted 
of a violation of the law in a lower 
court, will come up for appeal. 


Halbert H eae Dies 


Halbert L. Hoard, editor of the 
Jefferson Country Union and secre- 
tary of the company which publishes 
Hoard’s Dairyman, died at Fort At- 
Kinson, Wis., Dec. 27. 


79 


| Nash Leases New Office 


| 

| Ben Nash, product development 
}and merchandising counsellor, will 
‘leave his present offices at 21 East 
| 40th St., New York, next month for 
;new quarters in the RCA Bldg. at 
Rockefeller Center. 


| ee 


Socony-Vacuum Units 
Name Getchell Agency 


Socony-Vacuum Corporation, New 
York, has appointed J. Stirling 
Getchell, Inc.. New York. The ac- 


count includes the Standard Oil Com- 


pany of New York, Ine., and the 
Vacuum Oil Company, Ine. 
The leading brands of petroleum 


products marketed by these compa- 
nies are Socony, Socony Special and 
Mobilgas gasolines and Gargoyle and 
Mobiloil oils. 


Leading the upturn is pleasant business! 


te 


/...And a gain of 2.7% needs no apology these days 


Recovery begins to mean something when ledgers show a gain—no matter how modest. And 
it’s doubly pleasant when the favorable balance spells leadership! . .. Woman’s Home Com- 
panion carried 12,240 lines more advertising in the past twelve months than during 1932— 
the largest 1933 increase among the six leading women’s magazines ... Call that 2.7% gain a 
trifle, if you will. Or call it a straw which shows which way the advertising wind is blowing! 
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CODE APPROVED 
FOR FOOD AND 
GROCERY TRADE 


Loss Selling. Prohibited; 
‘Tugwell’? Phrases Out 


Washington, D. C., Jan. 4.—Loss 
leaders and sales below cost are 
banned in the code for retail food 
and grocery dealers which was 
signed by President Roosevelt last 
week end. The code, under which 
approximately 480,000 retail estab- 
lishments, employing more than 
1,000,000 workers, will operate, goes 
into effect Saturday. 

The labor provisions and loss limi- 
tation features of the code are sub- 
stantially the same as those in the 
general retailing code, which has 
been in operation for some time. 

Cost is defined under the loss limi- 
tation provision as being “the in- 
voice price or replacement cost, 
whichever is lower after deduction 
of all legitimate trade discount ex- 
clusive of cash discounts for prompt 
payment, to which cost an allowance 
for actual cost of store labor shall be 
added, and the amount of this allow- 
ance shall be fixed and published 
from time to time by the adminis- 
trator and representatives appointed 
by the President to serve on the 
code authority.” 


Limits Price Increases 


The code provides for the forma- 
tion of a food and grocery industry 
conference committee to be com- 
posed of representatives of manufac- 
turers, wholesalers and _ retailers. 
This committee will act as a plan- 
ning and coordinating group for the 
entire food and grocery trade. 

The document likewise provides 


that no food or grocery retailer shall 


increase the price of any merchan- 
dise sold after Jan. 6 over the price 
existing on June 1, 1933, by more 
than is made necessary by the 
amount of the increases in produc- 
tion, operation, replacement and in- 
voice cost of merchandise, and by 
taxes or other causes “resulting 
from action taken pursuant to the 
NRA or AAA since June 1, 1933.” 


Eliminates “Tugwell Language” 


One of the most interesting devel- 
opments in connection with the sign- 
ing of the code was the revelation 
that the code’s “Tugwell language” 
had been eliminated at the request 
of Gen. Johnson. 

“Provision in codes for jurisdic- 
tion ancillary to penal laws seems 
to me questionable,” Gen. Johnson 
wrote the President in recommend- 
ing omission of a provision that “no 
food and grocery retailer shall know- 
ingly sell a commodity adulterated 
or misbranded in violation of the 
federal food and drug act.” 

Exclusion of the “Tugwell lan- 
guage” from the retail food code is 
the first definite indication that no 
further effort to include such provi- 
sions will be made under the NRA, 
a policy directly contrary to that 
pursued by the AAA, which was in- 
strumental in including similar pro- 
visions in the various liquor codes. 

While no official pronouncement of 
the NRA’s stand in the matter, ex- 
cept Gen. Johnson’s recommendation 
in the case of the retail grocery 
code, has been made, it is under- 
stood that the policy of excluding 
such matter has been definitely de- 
cided upon. 

The NRA takes the attitude that 
adoption of the Tugwell bill or any 
similar legislation is solely a matter 
for congress to decide, and that the 
provisions of this bill have no place 
in codes. 


Fiorito Replaces Waring 


Ted Fiorito and his band have 
signed to replace Fred Waring on the 
Old Gold program beginning Feb. 7. 
The program is heard Wednesdays 
at 10:00 EST. Waring’s Pennsyl- 
vanians will shortly be heard on a 
new program for Ford. 


— 


THAT PLUS ASSET 


The best of copy is not 

worth a hoot unless it 
gets a reading. That is some- 
thing which you admakers— 
be you a Frank Irving 
Fletcher or a Johnny Come 
Lately—need not worry about 
as far as advertisements for 
Physical Culture Magazine 
are concerned. 


For Physical Culture, the Per- 
sonal Problem Magazine, has 
that plus asset for your copy, 
namely, “The Right Ad-At- 
mosphere.” Your copy prac- 
tically is guaranteed a hear- 
ing because Physical Culture 
is avidly read every month by 
more than a quarter of a mil- 
lion families. Substantial 
families seeking authoritative 
advice on all kinds of per- 
sonal and family problems. 


These more than a quarter 
of a million folks buy Physi- 
cal Culture Magazine not for 
entertainment but to find out 
how they may best satisfy 
their : 
needs 


and 
matters 


personal 
in 


family 
of food, 
child care, hygiene, et al. 


Naturally, then, when they 
are reading Physical Culture 


Magazine, they are in a buy- 
ing frame of mind. Your 
copy therefore is literally in- 
sured the “right ad-atmos- 
phere” for making a sale. 


Take advantage of that plus 
asset which Physical Culture 
offers your copy. Test it with 
an advertisement selling any 
product which can be used 
by more than a quarter of a 
million families with real 
money to spend. 


You will find these Physical 
Culture readers most respon- 
sive. You'll find, too, that 
these more than a quarter of 
a million Physical Culture 
families comprise a_ profit- 
able market that is certainly 
worth cultivating in 1934, 
Final forms for the April 
issue close January 25th. 


« & 


AN ADVERTISEMENT FOR PHYSICAL CULTURE, THE PERSONAL PROBLEM MAGAZI iE 


ROLLINS DOES 
SOME RESEARCH 
ON AUTO COPY 


Finds Advertising in ‘‘Cos- 
mopolitan”’ in 1900 


To the Editor: In the Dec. 9 issue 
of ADVERTISING AGE, I was interested 
to note the reproductions of the) 


THE COSMOPOLITAN 


1800 Locomobiles are in active opera- 
j tion, all giving excellent satisfaction. 
BRANCHES AND SALESROOMS: 


The © Lecemetiie 


G ya she 
Listen Brows Tes Lecnevtsle  Compiny & Aenaiien. bo 


Storage Stations and Places Where 
be Cared for and Repaired. 


The” Leemtaie Comp 


SA Tut Cocomobile’ COMPANY OF AMERICA, ”.22°42%2" 


Y LSS ws 


Full-page 'Cosmopolitan" adver- 
tisement for Locomobile. 


Cadillac and Oldsmobile advertise- 
ments taken from the Saturday Eve- 
ning Post. 

I have, however, to question the 
accuracy of the statement that the 
Oldsmobile advertisement, which ap- 
peared in the Feb. 15, 1902, issue of 
the Post, was the first gasoline motor 
car advertisement to appear in a na- 
tional magazine, 

At that time Cosmopolitan was 
owned and edited by John Brisben 
Walker. He was one of the early 
motoring enthusiasts in this country, 
who did a great deal to further the 


cause of motoring through road 
races, which he _ organized, and 
through his enthusiastic promotion 


of the old Mobile Company which had 
its factory in Tarrytown. 


Searches Early Issues 


If I am not mistaken, this Tarry- 
town factory was later to become 
the Chevrolet factory. The Mobile 
car was designed by a Mr. Stanley, 
who had originally designed and 
built the Stanley Steamer in Massa- 
chusetts. 

Remembering this, it occurred to 
me that quite likely Mr. Walker’s 
support of the motor car might have 
led to an early appearance of auto- 
mobile advertising in Cosmopolitan. 
A search through old copies finally 
produced what I believe is certainly 


the first appearance of gasoline mo- 


OLD FATHER TIME IS 


soma 


x cael Pee 


COMPLETELY FOILED 


Fi 


THE MOST SUCCESSFUL MOTOR VEHICLE IN THE WORLD 


Cail or send for Catalogue. 


DE PIG\.NUCTON MOTORETTE COMPANY, 
NEW YORK CITY op W, serch STREET 

PHILADe Lrimia 

BOSTON. MASS., « 


FA. 96 NORTH KROAD STREET. 
4 STANHOPE STREF I 


Half-page advertisement for De Dion-Bouton in Cosmopolitan” just 
after the turn of the century. The passengers seem coldly contemp- 
tuous of Father Time's grasping hand. 


rerral Offers: & 
RALTIMORE. 
Lai SHUR 

PROVIDENCE, K. L., t96-298-e% Wo EXCHANGE 4 


» Chareh Lane & ST %.. Brockiya, %. 5.. 
K. MAS»... 26 WASHINGTON SOUAKE 
MD, 870-74 PARK AVENUE 
TTSBURG. PA. HIGHLAND AND CENTRE AVENUES. &. ¥ 
TREET . dl 


oo 
WORCESTE 


tor car advertising in Cosmopolitan 
and, perhaps, in any magazine. 

In December, 1901, appeared a 
quarter-page of the Haynes-Apperson 
automobile, announcing the fact that 
in the Long Island endurance test 
this car had run 100 miles without 


PROUD OF RECORD 


The Haynes 
Apperson 
_ Automobile 


Results 
Count. 


Two Machines cntere:! 
Two Machines receive first certificate. 


Two Machines wake higher average than any other 
machines made in America,--our record in New York 
and Ruffalo endurance test 


First Prize Long Island endurance tet. 100 miles 
without a stop. - 
First Prize ( up Five- Mile speed contest, Fort Erie 
track, Buffalo, N. ¥ 
Prize (up Ten-Mile speed contest. Point Grasse 
track, Detroit,, Mich 
Every machine we have ever entered in any contest 
has won first place. No failure mars our record. We 
believe this is not true of any other make in the world. 
Write for catalogue 
The HAYNES-APPERSON CO.. 
Kebaro, Ind., U.S.A. 


Quarter-page of Haynes-Apper- 
son, detailing the results of several 
tests. 


a stop and that it had won first 
prizes in a 5 mile speed contest in 
Buffalo and in a 10 mile race in De- 
troit. 

In June, 1901, appeared an adver- 
tisement of the Columbia, made by 
the Electric Vehicle Company, in New 
York City, and, while the emphasis 
was laid on their electric models, the 
copy mentions their gasoline model. 
This same issue shows a page ad- 
vertisement of the  Locomobile, 
perched on a rock at Land’s End, 
England. I am not sure what the 
motive power was but rather imagine 
that this was steam. 

In the February, 1901, issue is an 


THE CRUMDARLIT AS. 


eromretrner—nrstaniesssinnneettin 


That the “Mobile” stands far in the lead of all 
ther horseless carriages is well flustrated by two busi- 
hess events of recent date. When a man is about to 
perform a perilaus feat on an automobile, he naturally 
nakes the most thorough search into the excellence of 
construction. Kilpatrick spent more than four months 
investigating the merits of the various machines before 


| 
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i 


if 
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Ha 


advertisement of the De Dion-Bouton 
Motorette—a half-page in which the 
illustration shows this speed car 
shaking its heels at old Father 
Time. 

Tells All in 1900 


Going still further back, the earl- 
iest advertisement I found was a De 
Dion-Bouton half-page in September, 
1900. The car carried three people, 
weighed 700 pounds and cost $1,200. 
The copy does not specifically say 
that this was a gasoline car, but a 
crank on the side would definitely 
indicate that it was gasoline-motor 
driven. In this same issue the third 
cover carries a page advertisement 
of the Mobile Company, the car at 
that time selling for $750. 

I would appreciate very much in- 
deed your inclusion of these facts in 
your historical archives. 

MALcoLM G. ROLLINS, 
Promotion Manager, Cosmopolitan, 
New York. 


“Marketing Journal” 
Makes Its Appearance 


The American Marketing Journal, 
published by the American Market- 
ing Society, made its appearance with 
the January issue. 

Frank M. Surface, Standard Oil 
Company of New Jersey, is editor-in- 
chief; Reavis Cox, Columbia Uni- 
versity, managing editor; and R. N. 
King, Batten, Barton, Durstine & 
Osborn, business manager. 

The journal will be published four 
times a year in January, April, July 
and October. 


Appointed Secretary 


H. P. Comstock, who has _ been 
with the Aluminum Cooking Utensil 
Company, Comstock-Bolton Company, 
Kansas City, and the Baldwin Shirt 
Company, Parsons, Kansas, has been 
named executive secretary of the Ad- 
vertising Club of Kansas City. He 
has been active in the club for 20 
years, and succeeds Ray Lloyd, who 
resumes full time work with the 
Sheldon School. 


Bolton to Chirurg 


John W. Bolton & Sons, Lawrence, 
Mass., makers of paper mill equip- 
ment and supplies, have appointed 
James T. Chirurg Company, Boston, 
to handle advertising of Jordan plugs. 


Mitchell With Fawn 


W. Robert Mitchell, formerly with 
several Detroit agencies, has joined 
Fawn Art Studios, Cleveland, as con 
tact man. 


service May 150." The “ Work!’s” delivery 
now makes a convincing exhibit of speed excellence. 


The‘ Robite’’ Company of ZAmerica, 
PHILIPSE MANOR, TARRYTOWS-ON-FHE-HODSON, N. Y, 


BRANCH HOUSES: 
' "Se rose corre 
' Beimancs » afd ieitding, corner Fife Srenwe and 26th Street 
S48 FRaatsce 
P18 Post Street, nece Palace Hatei 
Mlertsane Perri ane. Be 
256 Exctia Avenue 104 Erchange Street, 
oeveer waiermerom errr 
1319 Ctenurme Breet PP 96 Conasctoot Avenue 0. 
CACARS ‘ PUFF ILD. 
Fae Barer Street sad Wrbash Mvence G15 Main Street. 
¢ PRILADEL PIE : 
Buriting farmerty secopned by the City a3 Bue and Wotor OMeee 


Two pages of a three-page advertisement for the "Mobile" horse- 
less carriage, depicting the remarkable feat of one Kilpatrick in driv- 


ing the machine from the ground 


floor up a specially constructed 


incline to the top balcony in Madison Square Garden, at each per- 
formance of Forepaugh & Sells’ circus. 


Spirits 
For January 


Is Out 
Request a copy of the fourth issue of the 
First Business Paper of Whiskies, Wines 
and Kindred Products. SPIRITS, 220 Eas! 
42nd Street, New York. 
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Club Fetes Newsies 


New Haven, Conn., Advertising 
Club staged a Christmas party Dec. 
28 for a group of 30 shoe shine boys 
and newsies. Gilbert T. Hodges, 
chairman of the board of the Adver- 
tising Federation of America, spoke 
to the club on present day conditions 
in Italy. 


Made Sales Manager 


Herbert D. Rosenthal, 
been identified with Coty, 
Marly, has been appointed manager 
of the sales department of Marie 
Earle, New York. Mr. Rosenthal was 
president of the National Association 
of Toilet Goods Salesman last year. 


Seattle Club Elects 

Chester F. Womer was re-elected 
president of the Advertising Club of 
Seattle at its last regular meeting. 
Other officers are Kar] P. Heideman, 
first vice-president; Arthur Gerbel, 
Jr., second vice-president; Katherine 
iresham, third vice-president; and 
J. H. Leatherman, treasurer. 


who has 
Ine., and 


No. 8 


of a series 


1934— 


The start of a new 
building era— 


Old and new architectural 
offices alike, are receiving 
ARCHITECTURE for the new year 
in order to obtain the wealth of 
professional analysis that it brings 
each month. Will you be repre- 
sented? Will 
arouse the professional interest? 


your advertising 


We can help you. 


ARCHITECTURE 


PUBLISHERS 


Charles Scribner's Sons 
FIFTH AVENUE AT 48TH STREET 


New York — Also Chicago, Cleveland, 
Boston, Pittsburgh, San _ Francisco, 


Los Angeles 


PHOTO COPY CO. 
225 N.MICHIGAN AVE 


STA.4047 

919 N.MICHIGAN AVE 
UP. 2621 

221 N.LA SALLE /TREET 
RAN. 3270 


A quick and economical 
lithographic method of 
facsimile reproduction 
(Specially adapted for short 
run work) that will afford 
you a substantial saving 
on many of your printing 
requirements. 


Write or phone us for Samples 
and complete information 


Econo-print Department 


MAGILL-WEINSHEIMER COMPANY 
1322 SOUTH WABASH AVENUE, CHICAGO 
Telephone Calumet 7200 


UNUSUAL COPY 
FEAT RECALLED 
BY CHURCHILL 


Editor: An excellent arti- 
cle has been called to my attention 
in ADVERTISING AGE of Dec. 9, telling 
about Newell-Emmett’s cyclonic scoop 
on repeal as an editorial background 
for a White Rock advertisement. 
Ferusal provokes a reminiscence 
ot a stunt recently performed by 


To the 


“ESKIMO’-A HIT! 


Last aught Broadwey gasped! Last mght MG M's 
"Bckione” faced scrose the screen of the Astor, 


been so cacmmgly dremensed. The cheery of last 
might. sudiance echo with advice w New York: 
BUY SEATS IN ADVANCE! 


seOaoway 
AT 450m 87 


"E-Sai@tenn- 


nee 
pa lf 4 
cory 


When the review was bad, this 
copy ran. 


Donahue & Coe, in which the clock 
was legitimately cheated in Houdini- 
like fashion. 

We were advertising a motion pic- 
ture—‘Eskimo,” by Metro-Goldwyn- 
Mayer—opening at the Astor Thea- 
tre in New York Tuesday night, Nov. 
14, at 9 p. m. The picture had been 
heavily advertised before the open- 
ing, and we hoped to be able to cli- 
max this advertising with a fine 
send-off from the critics. 

We knew that the picture was 
quite extraordinary, that it deserved 
the praise of the critics. We felt in 


our bones, from long previous expe- 

rience with the fraternity, that they 
would give it a great hand. 
Ties Up With Reviews 

We wanted to take advantage of 


this acclaim, if it came through, with 
advertising that would tie in with it 
in the most direct and forceful way 
possible, because such a tie-up is a 
great help in selling the picture to 
the public. Also—and here is the 
crux of the problem—we wanted to 
tie up with favorable reviews imme- 


diately, in fact in the same edition 
of the paper in which the reviews 
occurred, 


The problem is of course especially 
difficult for the morning papers. The 
first editions of these papers are off 
the press before the critics’ reviews 


are in type. The News, the Mirror 
and the American, in fact, are on 
the street about 8:30 p. m., before 
the picture goes on the screen. 

The picture went on at 9 p. m. 
At 11 p. m. it was over and the critic 
was on his way back to his desk to 
write his review. 


Meantime, an Eskimo advertise- 
ment would be appearing in the early 
edition, carrying no reference to the 


review. We figured on letting this 
advertisement run in the remaining 


editions 
reviews 


in those papers where the 
were untfavorable—but to 
pull it and substitute an advertise- 
ment tying up with the criticism 
when it was favorable. 


Two Difficulties 


This idea involved two difficulties. 
First, the time factor. Obviously, we 
couldn't wait to read the critic’s re- 
view to make up copy referring to 
it, if we wanted to catch the edition 
in which the review appeared. So 
we made up an advertisement which 
simply said: “Read the Reviews in 
Today’s Papers!”’ This was the same 
size as the regular Eskimo advertise- 


ment already running in the paper, 
in order to make the substitution as 
easy as possible. 


The publication desk had 
tions to check with the critic 
as his review was written. 
cases the review itself 
others the desk simply phoned the 
reviewer, asking his verdict). As 
per schedule, in each case where the 
review was favorable, the regular 
Eskimo advertisement was pulled and 


instruc- 
as soon 
(In some 
Was read, in 


the tie-up substituted, so that the 
advertisement referring to the re- 
view appeared in the same edition 
in which the review itself appeared. 

There was one other important 
difficulty. You realize of course that 
if we were to ask the papers to al- 
low us to run different copy in dif- 
ferent editions, the chances are a 
hundred to one they would refuse, 
in words to this effect: “We can’t 
change our forms on a page just so 
you can run different advertisements 
in different editions. If we were to 
do such a thing, before we knew it 
half our advertisers would be doing 
the same sort of thing. We have to 
draw the line somewhere!” 

The only way around this perfectly 
reasonable objection was to get our 
Eskimo advertisement initially 
placed on the same page where the 
review appears. This page has to be 
replated anyway to allow for the new 
review—so why not simply pull our 
original advertisement running in 
the earlier editions and insert an- 
other of the same size? There is, 
you see, practically no extra trouble 
involved. 

“Nothing Unusual” 

This arrangement was satisfactory 
to the papers in every case, and that’s 
the way it rode. I am enclosing two 
tear-sheets, showing the Eskimo ad- 
vertisement as it appeared before the 
Eskimo review and in the same edi- 
tion with it. 

This sort of stunt, I might add, is 
not unusual in theatrical advertis- 


READ THE 
REVIEWS 
IN TODAY’S 
PAPERS! 


gnoaowarl 
AT 450m 517 


Good reviews were accompanied 
by this copy, in the same issue. 


ing. The regular commercial adver- 
tising agency has no real conception 
of what a dead-line means, in fact. 
In show business, dead-lines are lit- 
erally figured in minutes. 

This is because of the nature of 
the business. The show must go on 
and the advertising must appear in 
time to give the show “an opening” 

-i. e., a send-off previous to the 
opening many people as can 
be induced to see it on the opening 
night will be there. 

Decisions opening 
shows are subject to change and the 
agency may and does find itself with 
a job of getting a campaign into the 
papers in 24 hours, starting from 
scratch. That is not a particularly 
exciting requirement around = an 
agency handling motion picture ad- 
vertising. 


sO aS 


as to dates of 


E. J. CHURCHILL, 
Donahue & Coe, Inc., 
New York. 


President, 


Hawaiian 1H ws Appoint 


Bowman, Deute, Cummings, Ince., 
San Francisco, has been appointed 
to handle advertising of Hawaiian 
Hotels, Ltd., operating the Royal 
Hawaiian and Moana-Seaside Hotels, 
Honolulu. 


Johnson to Minneapolis 


A. R. Johnson, formerly on the 
copy staff of the Chicago Office of 
Erwin, Wasey & Co., and now a vice- 


president of the company, has been 
placed in charge of all creative pro- 
duction in the Minneapolis office. 


Agency Changes Name 


The Lesan-Florida Advertising 


Agency, St. Petersburg, Fla., has 
changed its name to Griffith Advertis- 
ing Service, Inc. Thomas M. Grif- 


fith, the president, took over the own- 


ership in 1930. 


Dente hamelats 


Advertising of  Ben-Burk, 
Boston, distillers of Old Mr. Boston 
gin and Connoisseur Creme de Cacao, 
has been placed with Badger & 
Browning, Inc., Boston. Newspapers, 
magazines and radio will be used. 


Inc., 


JUST A FRIENDLY LITTLE CHAT ABOUT CARS 


Me Wihhl Mr. CHrysLer.. 
"WE'LL LOOK AT YOUR 
| 1934 PLYMOUTH SIX”. 
| 


NEW PLYMOUTILSIX 


Feit fo Weé_ SND I KNow 


PLYMOUTH. YOU “UL BUY Ir 


"Talkative" spread which starts off the 1934 magazine campaign for 
ibs amenaegl 


PLYMOUTH STEPS 
UP CAMPAIGN IN 
DAILIES FOR ‘34 


(Continued from page 1) 
First magazine advertisements will 


not carry auy announcement date, 
since none has yet been decided 
upon. Nor will they mention price. 


Readers will be advised that the 
cars will be “on display soon.” 

In addition to the Post and Col- 
lier’s, Literary Digest, Time, Liberty 
and the New Yorker, in the weekly 
field, will be used at an early date. 

This lead-off schedule will later 
be supported by an array of monthly, 
class and women’s magazines, a ten- 
tative and partial list of which in- 
cludes: National Geographic, Better 
Homes & Gardens, Cosmopolitan, 
American, American Boy, Popular 
Science, Popular Mechanics, Good 
Housekeeping, McCall's, Fortune, 
Sunset, Nation's Business and Forbes. 


Actual announcement, including 
specific details, such as prices and 
date of showing, will be made 


through newspapers. 

The 1934 appropriation for this 
medium has been materially in- 
creased, according to J. B. Wagstaff, 
director of advertising. 


Will Increase Newspaper Copy ° 


“Not only do we expect to use 
more newspapers this year than 
ever before, due to the steadily in- 
creasing size of our dealer organ- 
ization and the opening of new ter- 
ritory, but we plan using more 
space in a great many newspapers,” 
Mr. Wagstaff said. 

“Steadily increasing advertising in 
daily newspapers’ throughout’ the 
United States has been profitable to 
the Plymouth Motor Corporation and 
has been a major aid in making 
great sales gains,” he declared. 

“Looking forward to the coming 
year, the Plymouth Motor Corpora- 
tion has already planned an adver- 
tising campaign that will be the 
most extensive in the company’s 
history as far daily newspapers 
are concerned.” 

More than 2,000 newspapers, ac- 
cording to present plans, will re- 
ceive space orders from J. Stirling 
Getchell, Inec., the Plymouth agency, 
during 1934. 


as 


Outdoor and Radio Also Used 


Outdoor will also receive a_ gen- 
erous share of the Plymouth appro- 
priation. farly in February, post- 
ings will be made in every city in 
the United States having a popula- 
tion of 10,000 or over, in addition to 
many cities with a census reading 
under that figure. 

For the introduction, radio spot 
announcements will be used on 95 
stations in 80 cities. Plans for use 


of radio throughout the rest of the 
year are not yet complete. 
The two engineering improve- 


ments which will receive most copy 
attention during the early stages of 
the campaign will be the individual 
front wheel springing, which will be 
found on both lines of cars, and a 


new ventilation system, which will 
be available as standard equipment 
on De Luxe models only. 

The De Luxe model, which copy 
will emphasize, will have a 114-inch 
wheelbase, and will be referred to as 
“America’s biggest low-priced car.” 

While the new Plymouths will be 
styled to give them a low, sleek ap- 
pearance, they will not be uncon- 
ventional in design, as are Mr. 
Chrysler’s De Soto and Chrysler. 


Allied Service 
Agencies Meet 


More than 25 members of Allied 
Service Agencies Network, a group 
of independent agencies operating 
on a cooperative basis, attended the 


fourth semi-annual meeting of the 
group held in Dayton, O., last week. 
Hugo Wagenseil Company, local 


agency, was host to the gathering. 
Problems affecting the internal 

organization of agencies, their sell- 

ing problems, etc., were discussed. 


Good Luck iii 
Is New Jelke Product 


John F. Jelke Company, Chicago, 
has introduced a new product, Good 
Luck Shortening, which will be sold 
through the retail trade for home 
cooking and baking. 


Initial advertising efforts will be 
confined to window and counter dis- 
plays, and direct-mail folders. Out- 
door advertising will be tested in the 
near future in a number of Wis- 
consin cities. 


“Sports News” Starts 

Boston Sports News, a journal of 
New England sports, will make its 
appearance in April, with the opening 
of the baseball season. Offices are at 
Hotel Buckminster, Boston. Samuel 
Goldstein is editor, M. K. Gates, busi- 
ness manager, and Harold Reingold, 
advertising manager. 


Classified 
Advertising 


The rate for this department is 40 
cents a line (not agate line); mini- 
mum. $2. 


y » 
HELI 


SALESMAN FOR ESTABLISHED 
C hicaan photographie studio, produc 
ing highest type of illustrations t0 
contact agency Art Directors. We aré 


WANTED 


desirous of securing the services o! 


an experienced advertising man wht 
has the ability to really produce 
without using high pressure meth 
ods. Applicant must be conscien 
tious, thoroughly reliable and defi 
nitely interested in making money 
In reply, state your past experience 
age, nationality and salary expected 
Box 416, ADVERTISING AGE, Chicagé 


POSITIONS WANTED 


Full or part time work by exper! 
enced single woman. Advertisin® 
manager for trade publications, foo 
firm or copywriter in agency. Pal 
salary and commission basis. wil! 
go anywhere. Box 417, ADVERTISI’ 
AGk, Chicago. 
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‘importance of related factors in aid- 
ing or obstructing the sale of all 
—— 

“The interrelations of the various 
| tectors affecting gasoline consump- 


; OF MARKETING |tion differ widely from state to state,” 
a their report declared. “A one cent 
. |inerease in the price of gasoline in 
, ARE ANALYZED eee: causes the motorist to 
A use twelve gallons less gas a year. 


In Kansas a one cent increase causes 
la decrease of but three ganens, An 


petng Saclay OOP i, setae nats wk 
| nnual Meeting 


in . Seabed as in ~iheniondy 
“Psychological factors also play an 
j/important part. In 1926 the Vir- 
ginia tax rate was increased 1% 
Bing problems during the depression | cents. The resulting decrease in con- 
were subjected to searching analyses ‘sumption was more than twice as 
, the annual joint convention of the |sreat as that caused by a 1% cent 
\merican Marketing Society and the ‘price increase. Again in 1928, when 
Sxational Association of Teachers of | janother % cent was added to the 
B Marketing and Advertising held here tax rate, the decrease in consumption 
Blast week k end. /was 14 gallons per car, instead of the 
.. D. H. Weld, MeCann-Erickson, ~ gallons which one would expect 
Hinc.. and president of the American |from a % cent increase. The same 
Hill EaMarketing Society, emphasized the | Phenomenon was noted, to a greater 


Philadelphia, Pa., Jan. 2.—Market- 


= 


ont [agimportance of the marketing struc-|0er lesser degree, in all the states 
sure by stressing the fact that during | Studied. 

py Pathe past year the aggregate cost of “The net effect of all these fac- 

ch distributing all goods from producer | t©rs, the report concluded, | is ex- 

as to consumer was equal to nearly one- pressed in a mathematical formula, 


called the demand law for gasoline, 
which enables us to tell, within two 
per cent, the annual consumption of 
gasoline per motor vehicle, if we 
know the price, highway mileage, and 
other factors involved.” 


ir.”” tthird of our national income, and 
aan marketing costs, figured on in- 


a 
, @® 
— 


dividual products, account for ap 
) proximately one-half of final retail 
prices. 

Depression problems, he pointed 
out, emphasize the need for a closely 
coordinated and centralized study of 
fundamental distribution problems An increase in national income will 
and of marketing costs. “There | not affect all industries alike, Prof. 
should be an institute of marketing,” |A. F. Hinricks, Brown University, 
he added, “similar to those that have |told the group, but rather, in the fol- 
been established for scientific and|lowing ratios: food, 10 per cent; 
social research.” jhousing, 10 per cent; clothing, 17 
per cent; personal transportation, 20 
per cent; and “personal” expendi- 
tures, 30 per cent. 

“The real question for the planner 
of sales of national production,” he 
isaid, “is not how much more money 
is spent for food or clothing but how 


Comparison of Expenditures Made 


Gasoline Consumption Studied 


An interesting report on the fac- 
tors which affect gasoline consump- 
tion Was presented by Victor Perlo 
and Dr. C. R. Roos, both of whom 
Bare members of the division of eco- | 


nomic research and planning of the | many more of each quality of various 
BNRA. While confined solely to gaso-| commodities will be bought. Meas- 


® line, the report indicated an impor- 


urement of consumer demand is not 
act “Brant field of research on the relative 


satisfied with the statement that fam- 
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Newspaper Advertising Plates 
¥) MAKE SPECIAL Production 


ins | | DELIVERY ON ARRIVAL 


a NIGHTS AND SUNDAYS INCLUDED 
i 


yUsi- 
‘old, 


Manager 


Rush is probably the most important word confronting the Pro- 
duction Department. This Railway Express Rush Label allows 
your mats and plates to take no chances with closing dates, 
for it makes sure that they will be picked up and delivered in 
the shortest possible time with no delay or dawdling en route. 
Rush with Railway Express means Rush all the way from the 
time they are picked up until they are in the hands of the con- 
signee — nights and Sundays included. 
4 Add to speed and economy the dependability of Railway 
nini fe Express and you deal three smashing body blows at the ogre 
3 of closing dates. We give a receipt and take a receipt from the 
consignee showing date and hour of delivery. 


« 


ep 7) | NEW LOW RATES ARE: SERVING 
duc: i 
s to i Mats THE NATION FOR 94 YEARS 
are in Pound rates—Minimum 25c 
s of im 
who fae Electrotypes 
duce [a Pound rates—Minimum 35c 
th 
| Advertising Matter 
deft Printed, Engraved, Etc. \ : Ww. 
aie os 8c Pound— Minimum 15¢ Qa A : 
once 4 Rates include pick-up and de- “ae SS 
cted iim livery in all principal cities XPRESS 
ac. i and towns, cs 
= Railway Express now serves 
es many leading agencies, elec- 
9 ‘rotypers and engravers. 
peri e. For information or service 
‘sing merely telephone the nearest 


Railway Express office. 


wil Be NATION-WIDE SERVICE 


ilies with an average income of $1,- 
075 spend $156 for clothing, and 
those with an income of $2,275 spend 
$384. Rather we wish to know that 
the husband in the first case buys a 
woolen suit costing $23 at 1918 prices 
every 30 months, and, in the second 
case, one costing $28.75 every 15 
months.” 


Advertised Brands Hold Up 


The power possessed by advertis- 
ing in fortifying products against re- 
tail price drops and falling sales dur- 
ing depression was illustrated in a 
report by Malcolm D. Taylor, asso- 
ciate professor of marketing, Univer- 
sity of North Carolina, of retail prices 
in Durham in 1933. 

“While substitutes may be avail- 
able for French’s mustard, Minute 
Tapioca, Knox Gelatine and Cocomalt, 
they probably are not acceptable to 
the average consumer who is accus- 
tomed to using these brands,” Prof. 
Taylor declared. 

“The demand for branded products, 
such as those mentioned above, is 
relatively inelastic, the decline being 
less than 10 per cent. A marked re- 
duction in the price of Instant Pos- 
tum, Grape-Nuts or Cocomalt, for ex- 
ample, probably would not appreci- 
ably increase the sales of these prod- 
ucts. The same statement could be 
made of Uneeda Biscuit, Old Dutch 
Cleanser, Bon Ami and Morton's Salt 
ich showed a very slight 
decrease or an increase in price. 

“Although tea can be bought in 
bulk, Tetley’s tea probably enjoys a 
well established consumer demand 
from customers who are interested 
primarily in the quality of the prod- 
uct. Why two branded soaps showed 
a marked decline in price and three 
others—equally well known—declined 
relatively little cannot be explained 
except on the grounds of competi- 
tive strategy.” 

Dr. Kenneth Dameron, deputy NRA 
administrator in charge of distribu- 
tive codes, outlined the objectives otf 
the general wholesale code. 

“The code will have teeth enough 
to take care of “inaccurate advertis- 
ing, false billing, inaccurate labelling, 
inaccurate reference to competitors, 
threats of law suits, secret rebates, 
bribing employes, interference with 
another’s contract, coercion, and pro- 
tection to retailers,” he said. ‘‘While 
the code does not prevent a whole- 
saler from going into the retail busi- 
ness or operating a retail division, 
it does prohibit the selling to ulti- 
mate consumer at wholesale prices.” 


Advertising Costs Defended 


The theory that the costs of adver- 
tising are “excessive” was the target 
of a talk by Paul W. Atwood, secre- 
tary of the research council, Asso- 
ciation of National Advertisers, Inc. 

“It is certain,” Mr. Atwood said, 
“that the iarge corporations that 
spend huge sums in advertising each 
year do so because they have found 
through experience that this is the 
cheapest method they have discovered 
so far for selling their products.” 

While Mr. Atwood admitted there 
might be some ground for accusa- 
tions of excessive advertising costs, 
he pointed out that the unschooled 
critics are prone to “overlook the 
fact that by and large advertising 
tends to reduce the cost of distribu- 
tion rather than increase it, other- 
wise it could not continue to exist.” 


Benson Speaks Last Day 


John Benson, 
American 
Agencies, 


president of the 
Association of Advertising 
told the meeting at its 
closing session that the NRA pro- 
gram will clear the advertising at- 
mosphere and pave the way toward 
truthfulness in copy, and thereby 
win back waning consumer confi- 


dence. This salutary effect will in 
turn create opportunities for in- 
genious copywriters to pioneer in 


educational and informative 
built around the product itself. 

“This method of advertising at- 
tack,” Mr. Benson said, “has been 
sadly neglected and it would not 
succeed in an era like the present 
where the ‘minority’ with their mud- 
slinging, untruthful, exaggerated and 
unfair advertising dominate the pic- 


copy 


ture. But the NRA is puting the 
skids under these unethical adver- 
tisers.” 


When emphasis again is placed on 


merit, then will advertising enter its | 
new era, Mr. Benson asserted. How- | 
ever, he warned that there is a dis- | 
tinct feeling in official Washington | 
that much advertising is waste and 
this may lead to measures even more | 
far-reaching than those in the Tug: | 
well bill. | 

Noting a tendency on the part of | 
publishers to raise rates, Mr. Benson | 
declared that any widespread in-| 
crease at this time would seriously | 
affect volume, 
many advertising schedules now 
hanging in the balance to be with- 
drawn. 


| 


Declared Séivone 


Petitions of bankruptcy, 


the United States district court, Chi- | 


cago, against the Grigsby-Grunow 
Company, maker of Majestic radios 
and refrigerators, have been dismissed 
by the court on the grounds that 
insolvency was not shown by the 
petitioners. 


Ease Distilling Rules 

An amendment of the marketing 
agreement for the distilled spirits in- 
dustry, authorizing special permits 
to be issued releasing alcohol for the 
manufacture of distilled spirits from 
commodities other than cereal grains, 
has been approved. 


Will Sell Batteries 


Pure Oil Company Chicago, has 
made arrangements with General 
Tire and Rubber Company for the 
sale of batteries at Pure Oil service 
stations and dealer outlets. 


Appoints Brearley 
A. Beshar & Co., New York, deal- 
ers in rugs, have placed their adver- 
tising with the Brearley Service Or- 
ganization. 


Paper Fi irm Appoints 


The International Paper Company, 
New York, formerly a_ client of 
Marschalk and Pratt, New York, has 
re-appointed that agency. 


Wenben Promoted 


Robert M. Wenban, account execu- 
tive with Blackett-Sample-Hummert, 
Inc., Chicago, has been made a vice- 
president of the company. 


since it would cause | ceeded 


filed in | 


Advertising Is 
Third Largest 


Chain Expense 


Washington, D. C., Jan. 4.—Adver- 
tising and window trimming com- 
bined are the third largest item of 
jexpense of retail chains, being ex- 
only by. salaries and wages 
jand rent, the Federal Trade Com- 
/mission’s final factual study of chain 
stores, which has just been submitted 
to the senate, reveals. 

“It is of some interest that the 
percentages of advertising and win- 
|dow trimming expense to sales are 


|higher, on the average, in the six- 
|ten store group than any other size 
group,” the report says. “Six kinds 
‘of chains have increasing percentages 
as the size of the chain increases. The 
|/tobacco chains are of the most inter- 
‘est in this group, where the per- 
| centages range from .18 per cent for 
the two-five store chains to 2.28 per 
cent for chains with over 1,000 stores. 

“Among 12 types with downward 
tendencies, the furniture chains show 
the highest advertising ratios in each 
size of any kind of chain. These rates 
vary from 9.06 per cent for two-five 
store chains to 5.57 per cent for 26-50 
store chains. 

“Eight kinds of chains are inde- 
terminate, including both grocery 
and grocery and meat chains, which 
have advertising percentages among 
the lowest of any kind of chains.” 

The report also contains much data 
on the income of chains, and its ap- 
portionment for all types of expense. 


A. B. C. Drops Rebate 


The directors of the Audit Bureau 
of Cireculations have voted to dis- 
/continue the rebate of ten per cent 
on members’ dues, because expenses 
| have exceeded income during the first 
two months of the current fiscal year. 


Appoint Tracy 
Advertising of Goggi Brothers, New 
York, distributors of Bosca Italian 
champagne, has been placed with W. 
I. Tracy, Ine. Newspapers will be 
used. 


The ABO* circulation plan 
shifts advertising pressure 


with market changes 


*ACTIVE BUYERS ONLY 


MILL& FACTORY 


A CONOVER-MAST PUBLICATION 


205 E. 42nd St., New York City 


333 N. Michigan Ave’ Chicago 
(A-8806) 
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ADVERTISING AGE 


January 6, 1934 


To Hold Liquor Show 


The National Wine & Liquor Show 
and Convention will be held in Chi- 
cago in March at the Hotel Sherman. 


““TRANSCO” 


Electrical Transcriptions 


The ideal solution for 


‘*‘SPOT” ADVERTISERS 


A few of our outstanding 
transcriptions: 


PHIL HARRIS and ORCHESTRA 


with Leah Ray 
GUS ARNHEIM & ORCHESTRA 
JIMMIE GRIER & ORCHESTRA 


DONALD NOVIS 


THE MIRTH PARADE 
PINTO PETE AND HIS 
RANCH BOYS 
GUILTY OR NOT GUILTY 
and a host of others 


Auditions cheerfully given. 


RADIO TRANSCRIPTION 
CO. OF AMERICA, Ltd. 


444A Madison Avenue 
NEW YORK CITY 
Tel. Eldorado 5-1716 


i: 


WE WON’T 


try to write “smart” copy nor 
even use “art” in calling to 
the attention of the advertising 
and allied industries the many 
unusual facilities of The Hotel 
Shelton in New York. 


WE WILL 


give these simple facts. The 
Shelton is a modern hotel of 32 
stories. In the heart of the so- 
called advertising center, Lex- 
ington Avenue at 49th St., a 
few minutes walk from the 
Graybar, New York Central 
Chrysler, Chanin, Daily News, 
Rockefeller Plaza and _ other 
important buildings. 


Prominent agencies, represen- 
tatives, publishers, typographers 
and printers are all conveni- 
ently located. 


The Shelton is not a typically 
commercial hotel. It possesses 
a charming’ continental at- 
mosphere. Rooms are cheer- 
fully cozy. Daily rates as low 
as $2.50. Monthly rates begin 
at $45.00. 


And here is something extra— 
at no extra tariff—guests are 
privileged to use the famous 
Shelton swimming pool, the 
gymnasium, squashcourts, roof 
garden, library and solarium. 


LUNCH HERE! 


with your associates. A delight- 
ful lunch for 55c. Dinner and 
Dance Music $1.00. 


Cocktails 25c, 30¢, 35¢ 


That’s the complete story. Now 
we'll appreciate it if you will 
tell Mr. Pedlar, the Manager, 
that you plan soon to see if all 
this is really so. Make a date 
now by signing your name to 
“of all things to ask an ‘ad’ 
man” coupon. 


HOTEL 


SHELTON 


Lexington Ave. at 49th St. 
NEW YORK 


MR. PEDLAR, Manager 

Hotel Shelton 

Lexington Ave.-49th St., N. Y. 

Sounds Good! Sure I'l) be over. 

. 
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TUGWELL BILL IS 
GREATLY REVISED 


(Continued from Page 1) 


vertising in the medical and pharma- 
ceutical press is specifically exempted 
from the provisions of the bill bar- 
ring the advertising of drugs for the 
treatment of the long list of diseases 
mentioned in the original draft. 

The right of self-medication, which 
opponents of the original version con- 
tended was usurped in the first draft, 
is provided for in the revised bill by 
a provision requiring that whenever 
“an advance in the medical science 
has made any type of self-medication 
safe as to any of the diseases enumer- 
ated, the Secretary of Agriculture 
shall promulgate regulations exempt- 
ing the advertisements of drugs hav- 
ing curative or therapeutic effects for 
such diseases.” 


Change Labeling Provisions 


Sections affecting adulterated foods, 
drugs and cosmetics have been large- 
ly rewritten in a simplified form. For 
example, the much criticized “mis- 
leading impression” paragraph in 


=1Section 6 of the Tugwell bill has 


been changed to eliminate the words 
“ambiguity or inference.” Likewise, 
“if its labeling is in any particular 
phase, etc.,” has been changed to 
read: 

“If its labeling is false or mislead- 
ing in any particular; provided, that 
no drug shall be deemed to be mis- 
branded by reason of any representa- 
tion concerning any effect of such 
drug which is supported by substan- 
tial medical opinion.” 

Relative to package forms, it is 
provided that ‘reasonable variations 
shall be permitted.” Senator Cope- 
land is credited with the addition of 
a paragraph in Section 8 on the mis- 
branding of drugs which refers es- 
pecially to antiseptics which are not 
proven as such. 

Section 11, referring to definitions 
and standards for food, has been en- 
tirely rewritten and likewise sim- 
plified, with the added protection that 
“the designation of such standards 
of quality shall as far as consistent 
with public interest follow prevail- 
ing trade nomenclature.” 


Self-Regulation Allowed 


Sections of the Tugwell bill which 
provided for factory inspection, rec- 
ords of interstate shipments, ete., 
have been changed but little. How- 
ever, an important and _ significant 
section has been added to the sections 
dealing with investigations and in- 
stitution of proceedings. 

This added language declares: 

“To aid in securing compliance 
with the requirements of this act, the 
Secretary is further authorized to 
accept plans for such self-regulation 
of advertising practices as tend to 
effectuate the purposes of this act, 
when presented by associations or 
groups representative of their indus- 
tries: 

“Provided, that such plans shall 
not restrict the responsibilities and 
power conferred upon the Secretary 
by this act and shall not be designed 
to promote monopolies or eliminate 
or oppress legitimate enterprise.” 

Slight changes have been made in 
the penalty provisions and also in 
the publicity section of the bill. The 
paragraph providing for voluntary in- 
spection service has been entirely 
eliminated. 

No action will be taken on the bill 
for some time, it is understood here, 
the idea being to give the numerous 
interests concerned a chance to study 
the revised version and to offer fur- 
ther suggestions. 

Some comment is likely to be 
stirred, it is declared, over the omis- 
sion of all recognition of the Fed- 
eral Trade Commission, and the set- 
ting up of the food and health advis- 
ory committees in its stead. 

Insofar as opinion on the revised 
measure has been expressed here, 
ADVERTISING AGE has been informed 
that the new Dill “is but mildly pro- 
fressive,” and “a short step in ad- 
vanee’ of ‘the eXisting food and drug 
act.” No such opposition as devel- 


‘oped t4 the original Tugwell bill is 


Getting Personal 


Andrew Loomis, famous poster artist, did not use a model for the 
lovely child figure in his prize-winning Palmolive poster, “Now I’m 
school-girl complexion all over,” but he admits he had his own beau- 
tiful youngster in mind... 


Paul I. Aldrich, president and editor of The National Provisioner, 
celebrated his 30th anniversary with the publication at an office party 
at the Great Northern last Tuesday. Bill Lengel, just appointed 
associate editor of Liberty, started out as a trade paper editor in 
Chicago about 20 years ago. Building Management was the paper... . 


Three of the four members of the team which won the team-of- 
four national contract bridge championship recently are clients of 
Cincinnati’s Frederick W. Ziv advertising agency—Albert Steiner, vice- 
president of the Cincinnati Soap Company; Philip Steiner, president 
of the Tom Collins Jr. Company, and Richard Wildberg, president of 
the United Milk Crate Company... 


Edward F. McSweeney, Jr., of the W. F. Hall Printing Company, 
burlesqued the comic-strip technique of some of his agency buddies in 
New York with a Christmas greeting-card arranged in that style, with 
balloon conversations, and Mr. and Mrs. McS. attired in nighties of 
the vintage of 1883. .. 


Roy S. Durstine, BBDO generalissimo, interviewed Premier Doll- 
fuss of Austria the other day, resulting in a three-column signed story 
for the New York Herald Tribune. . . Herbert A. Johnston and Glenn 
C. Morrow, of the Buffalo Advertising Club, saved the heaps of pres- 
ents awaiting distribution at the annual Christmas party when they 
were threatened by an incipient blaze. . . 


Arthur C. Dorrance, president of the Campbell Soup Company, 
was elected a member of the board of trustees of the Penn Mutual Life 
of Philadelphia at the annual meeting recently. .. J. J. Messler writes 
in the Los Angeles advertising club’s paper that the agency men don’t 


support club activities properly. He names names and calls a spade a 
spade... 


E. Willis Jones, art director of Needham, Louis & Brorby, directed 
arrangements for the first annual dinner and stag of the Chicago Art 
Director’s Club, of which he is president, at the Knickerbocker Hotel 
Dec. 27. Artists, art directors and advertisers all had a good time. . . 


Ben Nash was so engrossed in a new design for a radio cabinet 
that he forgot to go home for Christmas. Mrs. Nash, to get even, 
held up his other gifts and presented him with an alarm clock for the 
office. . . Infant daughters reached the Blount Slade’s (Paris & Peart) 


and the Bill Spier’s (BBDO) in the nick of time to hang up their 
stockings. . . 


Grover A. Whalen received the most beautiful Christmas card 
from John Cheshire, who headed the delegation from the Thirty 
Club of London to the Advertising Federation convention in Atlantic 
City ten years ago. Hand-engrossed in colors and metals, it repro- 
duced the photographs of the entire delegation and thanked Mr. 
Whalen for using his influence to have London named the convention 
city in 1924. Britain never forgets, apparently. .. 


Arnold Rau, assistant treasurer at BBDO, celebrated Christmas 
at the Baptist Hospital, where he is recovering rapidly from a major 
operation performed last week. .. Paul West repeated his role as 
municipal Santa Claus of Scarsdale, delivering gifts to the suburb’s 
kiddies from his sleigh. Later, he removed the whiskers to double in 
the community choir... 


Mary Cush, Albert Frank-Guenther Law secretary, who types the 
potent Parker House copy, got so worked up by it that she decided to 
spend the holidays in Boston at the hotel. .. Margaret Hunt Murray, 
Yonkers belle, gave Ned Midgley, BBDO, a sweet assent for Christ- 
mas. Is Ned happy! ... 

Helen Taylor, Harcourt-Brace a. m., who has been planning a 
January Florida spree, has decided, instead, to put the money in the 
bank. Wait until President Roosevelt hears about this, Helen... 
Hollywood’s latest raid on New York agency offices has netted Bob 
Pirosh, one of K&E’s copy stars. Bob hopped a plane last week, a few 
hours after a producer had wired him about a scenario, and hasn’t 
been heard from since. . . 


Citizens of East Orange, tired of the indignity of a ferry-rider’s 
lot, have named John Miller, of the Frank Presbrey Company, spokes- 
man in a campaign for a tunnel for the Lackawanna trains. . . Charlie 
Denhard, Denhard, Pfeiffer & Wells, Inc., has perfected a method for 
remembering the things Mrs. Denhard tells him to bring home. He 
combs the dictionary. . . 


Bob Buckner, Brearley v. p., is one of Esquire’s biggest writers. 
.. Ernest Mayglothling (on your toes, proofreaders), of Albert 
Frank-Guenther Law, makes a hobby of collecting the many miss- 
pellings of his name. . . Irene McCloskey, Art Reidinger’s quiet little 
secretary, sells a fiction piece to girls’ magazines now and then. . 

Joe Vessey, K&E secretary and space buyer, is the good egg who 
sees that the solicitors have plenty of Spuds to smoke. . . Mary Smo- 
lin, Lazarnick representative, attended Institute Heubi, the famous 
school for girls in the Lausanne. . . William Dasheff, Wm. Rankin 
account executive, is familiarly known to family and friends as Vilvel. 
That’s Russian for William. . . 


Ernie Heitkamp, golf editor of the Chicago Evening American, 
has returned from a vacation trip in a Plymouth decorated with car- 
toons celebrating the glory of golf and golfdom’s star reporter. . 


anticipated, Senator 
vealed. 

Interest was created here by the 
fact that the bill revising the exist- 
ing food and drug act, which is spon- 
sored by the National Drug Trade 
Conference and is designed to replace 
the Tugwell bill, was introduced into 
the house of representatives today 
at the same time that Senator Cope- 
land’s measure was being introduced 
in the senate. 

The bill was introduced by Repre- 
sentative Loring Black, Jr. (Dem., 
i ae 


Copeland re- 


Agency Moves 
Platt- Forbes, Ine., New York 
agency, has occupied new and larger 


quarters at 386 Fourth Ave. 


“Daily News” Appoints 

Philadelphia Daily News has ap- 
pointed Story, Brooks & Finley, Inc., 
as representatives in the west. Jos. 
M. Grassick, formerly western man- 
ager, has been transferred to the 
home office in Philadelphia. 


Goes Independent 


The Wallpaper Magazine, for 19 
years published as the official organ 
of the Wallpaper Association of the 
United States, is now being published 
as an independent monthly. 


Pick Campbell-Sanford 


Campbell - Sanford Advertising 
Company, Toledo, has been appointed 
to handle the advertising of Park 
and Pollard, Buffalo, N. Y. 


PICK JURY FOR 
3RD PACKAGING | 


EXHIBIT AWARD| 


New York, Jan 4.—John G. Goetz, 
managing director of the American 9 
Management Association, announced 
this week the names of the judges 
who will determine the winner of 
the third Irwin D. Wolf trophy to 
be awarded by the association for 
the best package developed and 
placed on the market between Jan. 
1, 1933, and Feb. 15, 1934. 

The judges are: Ralph Alexander, 


school of business, Columbia Univer. | 


sity; Richard F. Bach, director of 
industrial relations, Metropolitan 
Museum of Art; Alon Bement, direc- 
tor, National Alliance of Art and In- 
dustry; Fred G. Cooper, artist; 
Katharine Fisher, director, Good 
Housekeeping Institute; W. Gordon 
Latham, president, Fort Orange 
Paper Company, and Harriet Sar- 
tain, dean, Moore Institute of Art, 
Science and Industry. 

Awards will be given in 15 differ- 
ent classifications. 


Rules of Competition 


Packages may be entered by man- 
ufacturers or distributors of the 
product contained in the package; by 
manufacturers of packages or ma- 
terials or equipment used in packag- 
ing; by package designers; or by ad- 
vertising agencies. The award will 
be made to the company using the 
package in the distribution and sale 
of its product, regardless of who 
makes the entry. 

The entries will provide a feature 
of the Fourth Packaging Exposition, 
to be held at the Hotel Astor, New 
York, March 13-16. 

Entry blanks may be obtained from 
the Wolf Award Administration, 
room 1605, 232 Madison Ave., New 
York, or from the office of Mr. Goetz, 
20 Vesey St. Entries will be accepted 
from Feb. 26 to March 8. 


Elimination of 
Printed Matter 
Draws Protests 


New York, Jan. 4.—The inclusion 
of certain provisions in the NRA 
codes of numerous industries which 
are interpreted as limiting the use of 
dealer helps has drawn the fire of 
John J. Deviny, secretary of the 
United Typothetae of America, who 
has filed a protest against the prac- 
tice with Gen. Johnson. 

Clauses in codes which “make ju- 
dicious and proper uses of printed 
advertising illegal” are throwing 
many printers out of work, Mr. De- 
viny’s letter declared, citing the 
petroleum, boot and shoe, hair and 
jute felt, toy and playthings, um- 
brella, and ice codes as instances in 
which printed matter to be used as 
dealer helps is subject to stringent 
restrictions. 

Mr. Deviny’s letter points out that 
there is a distinctive difference be- 
tween unfair, secret or excessive al- 
lowances, etc., and legitimate dealer 
helps, which have proven their use- 
fulness in aiding sales. 

Among those who have backed up 
Mr. Deviny’s protest with letters to 
Gen. Johnson are M. M. Einson, 
president, Einson-Freeman Company, 
one of the country’s largest pro 
ducers of display and point of pur 
chase material. 


Brooks with Mathes 


E. Warren Brooks has joined the 
production department of J. ™M. 
Mathes, Inc., New York. He was for 
merly associated with N. W. Ayer & 
Son, Inc., in the agency’s Philadel: 
phia office. 


Electric Firm Appoints 


Emerson Electric Mfg. Company: 
St. Louis, maker of electric motors 
and fans, has appointed Anfengé! 
Advertising Agency, St. Louis, t 
direct its advertising. 
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From Lexington avenue to Montgomery 


street, the replies poured in| 


When the Knight-Counihan Company, San 
Francisco, announced its Advertising Medium 
Analysis forms in the November 4 issue of ADVER- 
TISING AGE, it expected to get some reaction. 
But it was amazed at the results which were actually 
recorded. 


Before its own copy of ADVERTISING AGE 
arrived, it had already received inquiries by air-mail 
from Lexington avenue, New York, and by tele- 
phone from Montgomery street, San Francisco. 
Both in quality and quantity the results were ‘way 
ahead of expectations. 


But let Fred W. Knight, of the Knight-Counihan 
Company, tell it: 


‘When we first became interested in the Ad- 
vertising Medium Analysis forms, we recognized 
their value to buyers and sellers of media, and felt 
they represented 'news' of real interest. That is one 
of the reasons we selected ADVERTISING AGE to 
carry our first announcement, believing it offered 
the most logical setting for a news message. 


"What we did not anticipate was the immedi- 
acy of the response to our announcement. Before 
our copy had reached us, inquiries were received 
by air mail from Lexington avenue, and by telephone 
from Montgomery street. 


"Of greater importance is the character of 
these inquiries. Some of the foremost advertisers, 
agencies, magazine and newspaper publishers, 
radio stations and representatives sent coupons, 
and quite a few wrote letters in addition, mention- 


ing ADVERTISING AGE. 


"The number of inquiries received in a little 
less than two weeks after our advertisement ap- 


peared is well beyond our best expectations. The 
quality is impressive. Leading space buyers, ad- 
vertising and business managers, presidents, own- 
ers, general managers, publishers and editors have 
sent us coupons. 


"We had felt that in this initial insertion a large 
advertisement was important, and this was another 
reason we chose your publication. Needless to 
say, we are very well pleased, and will have these 
results in mind when further advertising is released." 


Advertisers who use ADVERTISING AGE are 
frequently as pleasantly surprised as the Knight- 
Counihan Company at the results. Immediate 
reading of the all-news content of ADVERTISING 
AGE produces prompt action, and the powerful 
display provided by the 5 column-by-15 inch page, 
by far the largest in the advertising publication field, 
registers the message of the advertiser in spectacu- 
lar style. t 


News of current advertising developments is 
of vital importance to advertising executives in 
these hectic days, and ADVERTISING AGE, the 
National Newspaper of Advertising, is the only 
publication whose exclusive editorial function is to 
report and distribute the news — promptly, ac- 
curately and comprehensively. With the largest 
staff in the field devoted to this purpose, and with 
mechanical facilities which insure speed in publi- 
cation and transmission, ADVERTISING AGE gives 


its readers the news while it is news. 


During 1933 ADVERTISING AGE has become 
the lineage leader of the advertising field. Definite 
acceptance by readers has been speedily followed 
by equally definite acceptance by advertisers. 


If you want to reach advertising executives 
who read and respond, use 


Advertising Age 


THE NATIONAL NEWSPAPER OF ADVERTISING 


330 West 42nd Street, New York 


537 South Dearborn Street, Chicago 
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ADVERTISING AGE 


January 6, 


PHOTOGRAPHIC REVIEW OF THE WEEK 


DRESSES UP KEROSENE STOVE CATALOG 


— 


One of the unusually good photographs appearing in the 1934 cata- 
log of kerosene stoves made by National Enameling & Stamping 
Company, Milwaukee, which helps to take the volume out of the 
prosaic class. The photograph is the work of Tetzlaff, Milwaukee. 


ae & 
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Myram Picker, president, Crystal Corporation, backer of the recent 

record breaking refueling flight of the "Outdoor Girl," congratulates 

Frances Harrel Marsalis and Helen Richey immediately after their 
landing. (Story on page 6). 


AN USUAL INTEREST 


ms aaehas f TEP 


CREATES MORE TH 


——s =, 


featuring not only Knee Action wheels 
_ but so many other sweeping advancements | > 


._ im engine,chassis and body design that 


be satisfied with any 
other low-priced car 
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ADVANCE SHOWINGS - JAN. 6-13 y 
/ Chicago Beach Hotel - Edgewater Beach Hotel - Sherman House \ 
DMISSION FREE! 


Deemed teal ng thee ie cmentry (Nem Mme! amen of the 1894 Chrwrutet 
- 


» 
IMPORTANT NOTICE: == SSS SS ESS 10 am. to 10:30 p.m. 


_— e full-page newspaper copy for Chevrolet which appeared this 
week. The decidedly unconventional photograph not only empha- 
sizes "knee-action," but also stops the eye. 


"DOUBLE-PAGE OUTDOOR SPREAD" APPEARS IN DETROIT 


This display, created for Sunny Service Oil Company, Detroit, by Simons-Michelson Company, is believam \Y* 
to be the first instance in which double billboards have been used to cover a city with a complete showi _ 


IN NEW FIELD 


Ray C. Blackwell, formerly for sev- 
eral years director of advertising, 
De Soto Motor Corporation, who 
has been appointed advertising 
manager, "Automotive Dail 
News," Detroit. Edward Kruspa 
has been named eastern advertis- 
ing manager of the publication, 
with headquarters in New York. 
Willard R. Cotton continues as 
western advertising manager with 
headquarters at Chicago. 


CHRISTMAS CHEER 


Standard Oil Company of Indi- 

ana's new dealer paper presented 

this exclusive picture of Mrs. Santa 

getting her husband's dinner in its 

Christmas issue. Rosenow Com- 

pany, Chicago, made the photo- 
graph. 


Walker & Co. posted the displays. ate 
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GOES BACK ON ® 
THE AIR!) 


A SPARKLING NEW REVUE WIT Th 


Mary McCoy; Scrappy Lambert; Songsmit 
Quartet; Portland Hoffa; Jack Smart; Fe typin 
Grofé’s 18-piece orchestra. Satu 
TONIGHT AND EVERY WEDNESDAY NIGH ip ¢} 


Presented to induce you to try papel 


SAL HEPATICA 


THE MINERAL SALT LAXATIVE 


AT8:30P.M, 
Cc. Ss. T. 


ers J 
"Presented to induce you to try Sal Hepatica," says this distinctiv® agair 
newspaper copy used this week to introduce a new radio program.™ other 
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The striking illustrations used in the current advertising for Flex 


"Twin-Control" foundation garments are not photographs but ch 
drawings. The artist is Nadine Henry; the agency, United Adv 
tising Agency, New York. 
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ENGRAVING CODE 
ADOPTED OVER 
NIAA PROTEST 


EM tloctrotypers’ Pact Also 
a Goes Into Effect 


Washington, D. C., Jan. 4.—The 
code of fair competition for the 
photo-engraving industry has been 
signed by the President, and took 
effect January 1. The code for the 
electrotyping and stereotyping indus- 
try also has been signed and put into 
effect. 

The National Industrial Advertis- 
ers Association filed a written pro- 
test against the photo-engraving code, 
but it apparently did not receive 
serious consideration. 

A production manager for one of 
the largest advertising agencies in 
the United States expressed himself 
as satisfied with both codes. The 
mortality rate has been too high 
among photo-engravers, he argued, 
and the stifling of competition in the 
code is more apparent than real. In 
any event, he said, “we can always 
plan an advertisement to meet the 
purse of the advertiser.” 
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Work on Saturday 


The same spokesman said the only 
objectionable feature in the electro- 
typing code was that forbidding 
Saturday work. This was eliminated 
in the final version, so that news- 
paper advertisers planning spot cam- 
paigns will not be “handicapped by 
lack of facilities for making mat- 
rices, 

The National Industrial Advertis- 
ers Association protested specifically 
against this paragraph, among 
others: 
“The basis of estimating and pric- 
ing in the photo-engraving industry 
shall be the Standard Scale for 
Photo-Engraving, Form H, for half- 
tones and zine etchings in one or 
more colors, and the Standard Scale 
for Color Process Plates, Form G, for 
sets of color process plates, which 
scales were in effect Aug. 1, 1932, and 
prior thereto.” 
While this paragraph was simpli- 
fied, its sense apparently remains un- 
changed. The final version reads: 
“The basis of estimating and pric- 
ming in the photo-engraving industry 
shall be the Standard Scale for 
Photo-Engraving, Form H, and the 
Standard Scale for Color Process 
Plates, Form G, which scales were in 
effect Aug. 1, 1932 and prior thereto; 
or such revisions thereof as may 
from time to time be approved by the 
gg Authority and the Administra- 
.” 


The N. I. A. A. protest said: 


Predicts Higher Prices 


“This section proposes to establish 
uniformly higher prices by making 
the use of Form H compulsory. Prior 
to this time the Photo-Engraving In- 
dustry has been unable to force its 
©Wn membership to adopt Form H. 

“Most engravers still use Form G, 
Which provides a lower scale of costs 
"p to a 7 x 10 size, which are prac- 
m ‘ically the only plates used by indus- 
trial advertisers. The fact that 

“rm H offers certain savings in 
Plates for double page spreads is 
ety a factor to industrial adver- 


“In using Form H the American 


toto-Engravers Association _ evi- 
it ch nant intends to increase prices far 


“yond anything necessary to take | colors. 


MODERNISM 
AT 
EXPOSITION 


Booth of American Catalin 
Corporation at Chemical In- 


dustries Show in New York. 


care of maximum hour and mini- 
mum wage agreements, for in many 
cities a forty-hour week is already in 
force with a minimum wage of more 
than $1 an hour for journeymen 
workers. In New York, for instance, 
the present scale is $68 for a forty- 
hour week for journeymen workers.” 


The adopted code provides for a 
forty-hour week, with $1 an hour for 
day work and $1.10 for night work. 
The code provides, however, that “it 
is specifically understood that this 
provision is intended to establish 
only minimum and not maximum 
wage requirements.” 

The N. I. A. A. also protested 
against the provision, “The principle 
of pricing shall be one price to all 
customers for like services and like 
conditions of production and costs.” 

This paragraph was retained in 
the code without ‘change: «Phe N: I. 
A. A. contended that “this wording 
is ambiguous. It is also our belief 
that the size of the purchase and the 
credit of the purchaser should in- 
fluence the discount.” 

The N. I. A. A. asked the abolition 
of the paragraph providing: ‘“Esti- 
mates made upon work done by an- 
other photo-engraving concern for 
the purpose of a check estimate shall 
constitute violations of this code.” 

The final version reads: “Esti- 
mates made upon work done by an- 
other photo-engraving concern for 
the purpose of a check estimate shall 
only be furnished when the esti- 
mator has access to all copies and 
specifications involved in the orig- 
inal order.” 


Another clause, preventing anyone | 
from establishing a photo-engraving | 


business without filing an application 
with the administrative agency, was 
opposed by the N. I. A. A. This para- 
graph appears to have been deleted 
from the final draft. 

The code forbids selling below the 
cost of production, except that an en- 
graver may sell below his own cost 
to meet competition by another who 
does not violate the code. 

Another interesting provision: 

“Photo-engravers who secure an 
order on a competitive bid basis may 
be required by the Code Authority, 
upon request of any unsuccessful 
bidder, to file their specifications and 
prices with the Code Authority so 
that it may determine whether any 
infraction of this code has been com- 
mitted.” 


Christmas Card 
Is Made of Metal 


Apollo Metal Works, La Salle, IIl., 
used a greeting card made of metal 
in sending Christmas wishes to a 
large list of customers. 


The card was printed in two 


Expand Advertising 


Appropriations As 
Industry Revives 


Chicago, Jan. 4.—Cheered by im- 
provement in general business, with 
ample evidence that the industrial 
tempo is gradually but surely gain- 
ing speed, industrial adVertisers are 
planning energetic drives for busi- 
ness in 1934, with increased appro- 
priations as one of the tools with 
which they will dig for pay-dirt. 

This renewed confidence is the 
outstanding factor revealed in the 
annual survey of CLAss & INDUSTRIAL 
MARKETING among leading industrial 
advertisers, An overwhelming ma- 
jority indicated that the lassitude of 
lean days has been banished in favor 
otf a policy of intense activity. Oth- 
ers will jump into the arena if the 
upturn in industrial demand is main- 
tained. 

The policy of the Greenfield Tap & 
Die Corp., Greenfield, Mass., as ex- 
pressed by E. C. Bailey, sales pro- 
motion manager, is being followed 
by many other industrial advertis- 
ers. 

While the company will spend 
more money for advertising in 1934 
than in 1933, the appropriation is 
not being planned a year ahead. 


Sixty-Day Program 

“We are starting off on a_ two- 
months’ program, which will be in- 
creased if business warrants,” said 
Mr. Bailey. “Our 1934 copy will 
differ from that of recent years. We 
do not believe that price will be such 
an important factor as it has proved 
recently. Hence we will stress qual- 
ity and service.” 

Mathews Conveyor Company, EIll- 
wood City, Pa., is preparing a larger 
advertising program for 1934, W. J. 
Ramsey, of the company’s advertis- 
ing department, said. The appro- 
priation will be kept as liquid and 
mobile as possible, in order to cul- 
tivate industries which show the 
most rapid expansion. 

Mr. Ramsey reported that the need 
of mechanical handling equipment 
in the maintenance of principles set 
forth by NRA will dictate the com- 
pany’s copy theme. 


Republic Is Active 
“Our appropriation for 1934 will 
be somewhat larger than for 1933, 
though we cannot say how much 
larger because all plans are not yet 
complete,” commented L. S. Ha- 
maker, sales. promotion manager, Re- 


public Steel 
town, O. 

Milcor Steel Company, Milwaukee, 
is making a slight increase in its ap- 
propriation, with 20 per cent more 
to go into industrial publications. 
Direct mail and catalog material will 
also be enlarged and a contingency 
fund of at least $10,000 will be held 
in reserve for any unusual opportu- 
nities, T. C. Cheney, advertising 
manager, said. 

While Williams Oil-O-Matic Heat- 
ing Corporation, Bloomington, Ind., 
will have a larger appropriation in 
1934, schedules will not be figured 
more than three or four months 
ahead, D. M. Frank, advertising 
manager, indicated. Some outstand- 
ing changes in copy are predicted. 


Corporation, Youngs- 


Big Glass Campaign 


The glass division of the Pitts- 
burgh Plate Glass Company is ac- 
celerating the pace set in 1933, a 
much larger appropriation being 
fixed. The campaign on Pennver- 
non Window Glass, in which trade 
papers are used exclusively, will be 
continued in about the same vein. 
Promotion for Carrara Structural 
Glass will run on an even larger 
scale than heretofore. Home own- 
ers will be urged to modernize bath- 
rooms and _ kitchens, retailers to 
modernize. store fronts, and building 
owners to.bring lobbies and lava- 
tories up to date. The new building 
field will not be neglected. 

P. C. Ritchie, advertising manager 
of Waukesha Motor Company, Wau- 
kesha, Wis., expects an appropriation 
10 per cent larger than that of 1933. 
Forrest U. Webster, advertising man- 
ager of Cutler-Hammer, Inc., Mil- 
waukee, is equally optimistic. 

Gardner-Denver Company, Quincy, 
Ill., did practically no advertising 
in 1933, but is ready to resume fir- 
ing with a definite schedule, A. C. 
Center announced. Baker Manufac- 
turing Company, Springfield, II1., will 
also have more money to spend. It 
will go into a larger list of publi- 
cations, L. A. Ginzel, advertising 
manager, hoping to make small 
space effective. 


Caterpillar Is Active 


Caterpillar Tractor Company, Pe- 
oria, Ill., will spend somewhat more 


(Continued on Page 15) 


VISITORS FROM 
ABROAD APPLAUD 
CHEMICAL SHOW 


New Portals Unlocked by 
Science, They Find 


New York, Dec. 28.—That the 
chemical industries did not cease in 
their forward efforts during the de- 
pression and, as a result are situated 
to take a leading place in post-de- 
pression advancement was a fact im- 
pressed upon approximately 100,000 
visitors at the 14th Exposition of 
Chemical Industries at Grand Cen- 
tral Palace. 

The biennial show this year was 
thrown open, without admission 
charge, to all persons who had a legi- 
timate interest in some one or a 
group of exhibits, or were associated 
with organizations which are poten- 
tial users of the products and serv- 
ices represented. 

Indications of foreign trade possi- 
bilities were evident in the presence 
of visitors from Japan and the 
United States of Soviet Russia, all 
of whom were reported keenly in- 
terested in the new things and recent 
developments on exhibition. Other 
countries were represented among 
the visitors, but not as well numeric- 
ally as these two. 

Another important group attend- 
ing was comprised of bankers. Con- 
cerning their presence and interest, 
an exposition official noted that the 
chemical industries are being re- 
garded as likely fields for investment 
and new products will not lack for 
funds for adequate merchandising 
and advertising. 


Advance of Science 


Hundreds of processes, methods 
and demonstrations of converting 
raw materiais into finished products 
and by-products, and by-products into 
other things, formed the greater part 
of the show. 

More than 200 exhibitors displayed 
their products and processes. Those 
having a relationship with repeal at- 
tracted much attention. Exhibits 
dealing with new methods adaptable 
to distilling and brewing, synthetic 
ageing of liquors, new equipment for 
testing and, shown in miniature, 
manufacture of alcoholic beverages, 
stood high in this respect. 

The spirit of the entire exposition 
was reflected in the large booth of 
the American Chemical Society, in 
which was assembled a collection of 
100 different products evolved in the 
chemical industries since January, 
1930. They were selected from 850 
submitted by sixty manufacturers by 
Dr. H. E. Howe, member of the Ex- 
position Advisory Committee, and 
D. H. Killeffer, Industrial &€ Engi- 
neering Chemistry. 

Speaking of this “Children of the 
Depression” exhibit, as it was styled, 
Mr. Killefer said each product was 
newly developed or completely modi- 
fied from its previous form in the 
past four years. 


Full Speed Ahead 


“Its lesson is,” he said, “that if 
its eyes, ears and brains are open, 
business can do things. The research 
organizations in the chemical indus- 
tries did not adjourn during the de- 
pression, but continued to progress 
while others waited. 

“They were able to work in idle 
halves of factories and there was 
more of this kind of work done per 
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annum, weekly or by any other com- 
parative period than ever before. Its 
results prove that organized brains 
can go places, and push forward com- 
mercial boundaries despite adversi- 
ties.” 

Products in this exhibit fall into 
three classifications, Mr. Killeffer ex- 
plained. The first includes things 
for which there is some particular 
need, such as rubber that is not sol- 
vent. 

Develop New Processes 

The second classification contains 
products developed to utilize a par- 
ticular raw material or process, an 
example being iodine obtained from 
brine. The third embraces products 
evolved to make use of a bountiful 
natural supply or the development of 
new uses for products of such deriva- 
tion. 

Illustrations of the products of the 
third classification cited by Mr. Kill- 
effer are synthetic ethyl alcohol, de- 
veloped by the Carbide & Carbon 
Chemicals Company; new alloys by 
the International Nickel Company 
and insulating aluminum, by the 
Aluminum Company of America. 

Some of the products assembled 
were so vastly improved in the four 
years covered as to be classed as 
new. To illustrate, alcohol has been 
lowered in price so much by im- 
proved methods that it approaches 
new markets in the practical light 
of a new chemical. 

All have been introduced on a com- 
mercial scale and advertised in con- 
sumer, trade or technical mediums, 
according to the markets for which 
they were intended. 


Other New Products 


In other booths were shown syn- 
thetic rubber; synthetic camphor; 
Freon, a new refrigerant; an arti- 
ficial leather which is self-shining 
and requires no polishing at the fac- 
tory or in service; synthetic resins 
put to new uses such as substitutes 
for wood and metal wall panels, win- 
dow panes and floor tiles; and cellu- 
lose in new forms, including a non- 
shatterable glassless ‘‘glass.” 

That there is a wide field for the 
marketing of these new products is 
indicated by the developments of one 
company alone, it was pointed out. 

In 1929 Carbide & Carbon Chem- 
icals Corporation was marketing reg- 
ularly twelve major compounds. In 
1933, this number had been increased 
to sixty. 

One of the most definite tie-ups of 
chemistry and commerce was _ pre- 


THIS ARTIST SKETCHES WITH STEEL 


Cutting the Blue Eagle of NRA 
demonstration offered by Air Reduction Corp., New York, at its 
booth at the recent National Metal Exposition in Detroit. The Airco 
DB No. 6 Oxygraph did the work. (Photo by Detroit Free Press). 


Snell, Inc., consulting chemists, 
which has maintained a separate de- 
partment since 1931 dealing 


of advertising. Among other articles, 
this organization exhibited the chart 
which forms the basis for the Col- 
gate seven-stain campaign. 

During the exposition, the Carbide 
& Carbon Chemicals Corporation was 
presented the first award for chem- 
ical engineering achievement to be 
given to a company, rather than to 
an individual, as recognition of group 
effort and attainment. 
Metallurgical Engineering made the 


sented in the booth of Foster D. 


presentation. 


ex- 
clusively with the technical problems | 


Chemical € | 


on a steel plate was the unusual 


Lyman D. Post, of 
‘“ oy? 
Paper Mill” Dead 
Lyman D. Post, publisher of The 
Paper Mill and Wood Pulp News, 
|New York, died in Miami, Fla., re- 
}cently, at the age of 70. 
| Mr. Post, known throughout the 
| paper industry as “‘Derb,” turned his 
publication over to a group of em- 
|ployes several years ago, while re- 
| taining the title of publisher. 


“Enamelist’” Moves 


| The Enamelist, which has been 
published in Cleveland, has moved 
| to Trenton, N. J. 


30,000 CIRCULA- 
TION MONTHLY 
TO PLANT OPER. 
ATING MEN IN 
ALL INDUS- 
TRIES. 


DISTRIBUTION 
BASED ON 
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NEWSPAPER 
MAKEUP GUAR. 
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DISPLAY TO ALL 
ADVERTISING. 


CAN BE USED 
EFFECTIVELY 
FOR ONLY $69 
AN ISSUE. 


ADVANCE ANNOUNCEMENT OF AN 
INTERESTING FIRST SHOWING! 


Something original and new in Industrial Adver- 
tising will be shown in our January issue (avail- 
able Jan. 10th). 
Watch or write for your copy .. . it presents an 
idea in industrial advertising which, we believe, 
will warrant your interest and investigation. 


“$69 a month to advertise to 80,000 plant operating men” 
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price they pay for 
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AGENCIES SEE 
CO-ORDINATION 
AS 1934 GOAL 


Chicago, Jan. 4.—Advertising agen- 
cies specializing in the industrial 
field believe that 1934 will see a 
larger volume of advertising than for 
several years. Business papers are 
in line for substantial increases. 

The lessons of the past few years 
will not be forgotten, however, they 
predict. Advertising will be har- 
nessed to selling effort and there will 
be none of the recklessness which has 
at times been evident in the past. 

Some of the expressions made to 
Class & Industrial Marketing fol- 
low: 


WALTER BUCHEN, president, The 
Buchen Company, Chicago—‘As far 
as our experiente with approximately 
thirty clients is concerned, it is cer- 
tain that appropriations for indus- 
trial advertising in 1934 will be ap- 
preciably larger than they were for 
1933. 


Publications Get More 


“The division by media will be 
somewhat different, which may be 
due, to some extent, to the fact that 
printing costs are relatively lower 
than they have been. The larger 
percentage of most appropriations, 
for this and other reasons, is going 
into business publications. 

“The outstanding trend in copy 
appeal seems to be toward stronger 
and more realistic dramatization of 
the appeal.” 


WILLIAM B. REMINGTON, presi- 
dent, William B. Remington, Inc., 
Springfield, Mass.—‘I think there is 
no question that appropriations for 
1934 will average larger than in 1933. 

“T believe the lessons of the try- 
ing times we have been through will 
not be forgotten in 1934 and that 
every advertiser and every person 
connected with advertising will be 
extremely careful how money is in- 
vested and make every effort to see 
that expenditures are carefully 
planned, related to sales opportunity 
and followed through in comprehen- 
sive fashion. 

“Media and copy, in our judgment, 
will always depend upon the product, 
the market and the channels of dis- 
tribution. There are bound to be 
changes because we are certainly not 
going to stand still. 

“There seems to be at present in- 
creasing confidence in the future, 
with no disposition to be reckless. 
We ourselves welcome the sober and 
serious attitude toward investment 
in advertising that seems to prevail, 
for it is bound to result in more ef- 
fective use of advertising of all 
kinds.” 

HAROLD BUGBEE, president, 
Walter B. Snow & Staff, Inc., Bos- 
ton.—‘We are optimistic about the 
prospects for 1934 industrial adver- 
tising because there is definite evi- 
dence of an increasing volume of the 
right kind of advertising; that is, 
advertising which is an extension of 
and closely tied in with direct sell- 
ing activities. 

“From our observation, a large 
part of the industrial advertising 
done in 1933 was of this character. 
Advertising was resorted to only 
when the sales message was of such 
importance and the number of pros- 
pects of such size and location that 
at least a part of the selling job 
could be done more economically by 
advertising than by personal selling. 

“We see more manufacturers of 
capital goods taking the same en- 
lightened viewpoint on advertising 
as a selling tool and not something 
entirely apart from selling, that most 
successful manufacturers of con- 
sumer goods recognized and capital- 
ized on years ago. This is all to the 
good of industrial advertising. We 
see no evidence whatever of a re- 
sumption of the old, carelessly 
planned, indifferently produced ad- 
vertising based on vanity, keeping 
up with competitors, or publisher 
‘good will.’ ” 

ROGER L. WENSLEY, president, 
G. M. Basford Company, New York.— 
“The past few weeks have seen a 


“CLIENTS ACTIVE" 


Walther Buchen 


notable change in sentiment on the 


part of industrial advertisers towards Th 
1934. with 
“Those with whom we have talked that 
express an optimistic confidence re. write 
garding the first part of the year and kind 
accordingly are planning increased welc¢ 
schedules. Many concerns which have anytl 
done no advertising over the past just 
two or three years are now realizing a bul 
the need of resuming their contacts plain 
with their markets and are contem-. with 
plating advertising during 1934. hand 
“There seems to be a concerted can § 
rush to tie in advertising of capital of le: 
goods with the NRA and the general § Ho 
theme of reduced cost through in- BH jyqu: 
creased plant efficiency. I am _ in- time: 
clined to believe that this is rather maki 
overdone at present but undoubtedly speci 
any advertiser with a _ production the i 
economy story will do well ,to dwell they 
upon it since the operation of NRA theae 
codes will place a premium upon duies 
efficient production facilities.” ail 
OSCAR S. TYSON, president, 0. S. fn 
Tyson & Co., New York.—‘There is _— 
no doubt about the increase in busi- a 
ness for 1934, but it will be gradual. , 
In the industrial field particularly, ahs 
it should lag a month or two behind porn 
general, or consumer, increases. Al- rake 
ready some industrial appropriations kee 
are being increased and most indus- ms 
trials are at least making plans for  “!* ! 
increased advertising and sales ac- 9) *™% 
tivities. hele 
“There is likely to be a concen- in al 
tration of media in fields where busi- The 
ness is improving best and where the saler 
manufacturer’s product is most jour! 
needed. The factor of obsolescence zines 
will enter here as some fields have # "etl 


had to run certain equipment regard- | read 
less of the depression, while others | Il 
have been able to shut down the chan 
same equipment entirely or partially prefe 
due to the nature of their business. Thos 
“Naturally, machines will have to — resu' 
be replaced sooner in the former — run. 
fields. Direct mail will undoubtedly Ther 
increase in prestige, as much of it ing 
has continued to pull results during tisen 
the past few years, chiefly because read 
its use can be made more flexible time 
and is more readily concentrated comi 
than many publications. i 
“Copy appeals will continue to be F 
directed to reducing costs through # !t 
improving product, eliminating time- trial 
consuming operations and increasing ers 
production. Manufacturers will not and 
soon forget their past struggles and —) 4 ca 
we need not expect a general im- — and 
provement in business to lead into fF 4 ca 
any such spending orgy as we found call 
in 1929. Mac’ 
“Certainly, market studies and mer- thin 
chandising ideas will be at a pre agai 
mium during the coming pick-up in sore 
business, and every advertising man but 
will be benefited by keeping well adv 
abreast of the many recent changes info 
in industries, markets and person- >) | 
nel.” 4 
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How to 
Handle 


Inquiries 


By J. M. PLUMMER 


Leeds & Northrup Co., 
Philadelphia 


The handling of inquiries can begin 
with getting the kind of inquiries 
that you want. You will have to 
write your own ticket as to what 
kind you want; some industrial firms 
welcome any sort of question about 
anything they make, while others 
just send a form letter and perhaps 
a bulletin to all inquirers who aren’t 
plainly labeled ‘“Prospect—Handle 
with Care.” Regardless of how you 
handle them, however, the handling 
can still begin with getting the kind 
of leads that you are looking for. 

How do advertisers get the kind of 
inquiries they are looking for? Nine 
times out of ten they get them by 
making their advertisements highly 
specific—by aiming them straight at 
the interests of the particular people 
they want to reach and by putting 
these messages in journals reaching 
those people, and if they advertise by 
mail, by getting the names of those 
people and sending the messages to 
them personally. 

Hundreds of cases of the value of 
specific advertising have been re- 
ported in the advertising papers. 
Take just one example—the Milwau- 
kee Corrugating Company, advertis- 
ing a building material in a list of 
six journals. They were doing a good 
smooth job of telling their story, but 
were running the same advertisement 
in all six papers. Then they changed. 
The contractor’s journal, the whole- 
saler’s journal, the home-owner’s 
journal and the other three maga- 
zines each received copy aimed di- 
rectly at the principal interests of the 
readers of that individual journal. 

Illustration techniques were 
changed to provide for the habits or 
preferences of each type of reader. 
Those magazines hit the mails. The 
results were as sudden as a home 
run. Inquiries increased 25 times. 
There was no lengthy tryout or test- 
ing of copy—they wrote the adver- 
tisements for their readers, and the 
readers replied immediately with 25 
times as many inquiries as had been 
coming in before. 


Let Us Be Frank 


It is important in handling indus- 
trial inquiries not to fool your read- 
ers—-not to promise them one thing 
and send them another. If you have 
a catalog that just lists sizes of bolts 
and nuts, for instance, advertise it as 
a catalog on bolts and nuts and don’t 
call it a book on “How to Simplify 
Machine Assembly.” This kind of 
thing has been done over and over 
again, and not only makes the reader 
sore when he finds he has been fooled, 
but makes it all the harder for all 
advertisers to distribute books of real 
information. 

I suppose most of us key our ad- 


iaictensinies 
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n address before the Eastern In- 
dustrial Advertisers. 


Ny 


vertisements, but have trouble get- 
ting readers to use the key. Many 
business men do not like to address 
“Department K” as you request them 
to do, because they think you will 


s 
oL* 


o 
pecteaee® 


underrate their intelligence if they 
don’t recognize your key. There are 
several ways of getting around this 
difficulty. One of the best is to put 
some such sentence as this at the 
foot of an advertisement: “Please 
address Department K so that we 
can know which advertisement you 
have read and can send you appro- 
priate information.” 

Getting the kind of inquiries you 
want can also include making the 
inquiry show whether it can be sold 
or not. I don’t mean by this to shut 
out those inquiries which can’t be 
sold—many of us spend a lot of 
money getting inquiries from stu- 
dents and others who couldn’t pos- 
sibly buy our products now, but who 
may buy them or influence others 
to buy them in the future. The only 
point is that we want to know when 
we have such an inquiry so that we 
can save our time as well as our 
inquirer’s. 

One good way to find whether an 


‘inquiry can be sold is to state the 


| limitations of the product. This is 
'particularly good in the case of new 
‘devices. Another method is to write 
up installations or other highly spe- 
| cific stories. This will automatically 
/select all readers who have the same 
|problem, though it may scare off 
|some whose problems are not en- 
tirely similar but which you can 
nevertheless handle. 


The “Waiting List” 


run an advertisement until they are 
ready to handle the inquiries. One 
concern did this on a specific prod- 
uct a few years ago and got scores 
of replies. It wrote each inquiry 
saying that it would send a publica- 
tion as soon as it came from the 
printer, and in the meantime, names 
were being put on a “waiting” list, 
or a “mailing” list. 

Sometimes the man who handled 
these inquiries used one expression 
and sometimes the other. Eventu. 
ally the stenographer who wrote the 


BEFORE his death in 1589, Plantin, one of the immor- 


tals of printing, summed up his life’s work with these 


words: “I have proved for all time to come that quality 


in low cost books can be made practical.” 


Now, nearly three hundred and fifty years later, 


Kleerfect—The Perfect Printing Paper— gives mod- 


ern significance to Plantin’s words about quality at 


low cost. In Kleerfect are combined in perfect bal- 


ance the five qualities that printers, publishers, and 


advertisers have long sought in uncoated book papers. 


Kleerfect has strength for 
modern high speed presses; has 
opacity greater than other papers 


of equal weights; 


surface and a color suited to pre- 


cise color work; has ink absorp- 


CHICAGO 
8 South Michigan Avenue 
NEW YORK 
122 East 42nd Street 


has a non-glare 


£6. U.5. Patore 


THE PERFECT PRINTING PAPER 


Many advertisers are reluctant to 


letters accidentally combined the 
two words and wrote the customer 
that his name was being put on “a 
wailing list.” Many of these lists 
turn out to be actual “wailing lists” 
when weeks and months go by and 
customers begin asking pointed ques- 
tions about when they can expect the 
“further information” that was prom- 
ised them in the advertisement. 

In these times of reduced sales and 
office personnel, it is often important 
to get as many replies as possible, 
but not to get them all at once. A 

(Continued sn Page 16) 


tion proper for clear printing and perfect coverage with 


minimum consumption of ink; has both surfaces alike 


—no “two-sidedness,” the wire marks having been 


eliminated by special processing. 


Kleerfect is available at prices no higher than you 


are used to paying for just printable paper. This adver- 


tisement is not printed on Kleerfect, so to appreciate 
fully the effect that Kleerfect will have on the art of 
printing, send for the book—“The Printability of Cer- 


tain Papers—and Why.” It presents the five essential 
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cago address 


MANUFACTURED UNDER U.S. FAT MO. IPIBORS 


ESTABLISHED 1872 


Kimberly-Clark Cor 


poration 


qualities of Kleerfect, whether 

used for one or for multiple color 

printing or for rotogravure. 
Please address your request, 


on your letterhead, to our Chi- 


NEENAH, 
WISCONSIN, U.S.A. 
LOS ANGELES 
510 West Sixth Street 
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Industrial Advertising Is Coming 
Back 


As the news in this issue of CLAss 
& INDUSTRIAL MARKETING indicates, 
industrial advertising is preparing 
to make a definite comeback in 
1934. After three years of con- 
stantly declining volume, it seems to 
be certain that the activities of 
manufacturers selling to industry 
will be expanded measurably, per- 
haps 25 per cent, during the next 
twelvemonth. 

The reason, of course, is that sales 
opportunities have expanded and 
that manufacturers of industrial 
equipment and supplies are prepar- 
ing to use more advertising as an 
important part of their programs of 
merchandising. They did not dis- 
continue or reduce their advertis- 
ing because they had lost faith in 
its power, but because declining 
markets made it difficult to maintain 
all normal selling activities, includ- 
ing advertising. 

The swing of the economic pendu- 
lum, assisted by various Federal en- 
terprises, is again bringing the in 
dustrial field back to something 
approaching moderate activity, and 
consequently every company with a 
stake in the industrial market can 
see definitely improved opportunity 
to boost sales in 1934. Good sales- 
manship and good advertising will 
work together in realizing that ob- 
jective. 

Industrial publications, which have 
had difficult sledding in the past two 


or three years, have come through 
the worst of the depression period 
with colors flying. The leading pub- 
lications have maintained their edi- 
torial standards, and while practi- 
cally all have lost some circulation, 
because of reduced industrial per- 
sonnel, they have maintained cover- 
age of the buying power of their 
fields. They are in a position to 
give industrial advertisers the serv- 
ice they need in supplying effective 
contact with the general and operat- 
ing executives who will make deci- 
sions regarding purchases this year. 

In considering the improved posi- 
tion of manufacturers selling to in- 
dustry, and especially the much- 
maligned producers of capital goods, 
it should be noted that much has 
been done to dissipate the erroneous 
impressions which prevailed for a 
time regarding the importance of 
these industries in the nation’s eco- 
nomic structure. Through the ef- 
forts of all engaged in industrial 
marketing, and especially organiza- 
tions like MAPI which have repre- 
sented machinery interests in Wash- 
ington, a much clearer appreciation 
of the vital contributions of pro- 
ducers’ goods manufacturers’ to 
progress, employment and prosperity 
has been developed. 

It looks now as if 1933 cleared 
the decks for action, and that 1934 
will supply it. 


Individual Initiative Makes Business 
and Extends Employment 


Industrial activity, as we know it, 
is the result primarily of expansion 
based on the efforts of individuals 
and companies to improve their posi- 
tion, better their products, increase 
their sales and their earnings. 
Those efforts result in the use of 
more and better equipment, the pur- 
chase of additional materials and 
supplies, the use of more men to 
carry out plans for improvements. 

How this works in practice was 
recently revealed by the Chicago 
Tribune in recounting its efforts to 
improve its Sunday edition. Color 
printing was introduced on a lavish 
requiring the purchase of 
special color presses and the em- 
ployment of additional men. This 
led, however, to more circulation 
and more advertising, thus justify- 
ing still further expansion in the 
equipment for producing more and 
better newspapers. 

The Tribune's own 
expressed as follows: 


seale, 


philosophy is 


“Progress is the development of 
ideas into new uses. Each new use 
creates a new demand, develops a 
new purchasing power, and makes 
new employment. Each reaches out 
in a dozen directions to stimulate 
industry. 

“Conspicuous successes have at- 
tended private enterprise where 
initiative has been quickened by the 
prospect of reward, and ability has 
not been hampered by regulation. 
An important product of any kind 
creates demand. Demand creates 
production and employment. The 
result is prosperity.” 

In these days when so much at- 
tention is given to the idea of 
stabilization, control, regulation and 
regimentation, it is well to remember 
that the prosperity which made the 
United States the envy of the world 
was the result of individual initiative 
and enterprise. They will be the 
chief factors in the restoration of 
that prosperity. 


Information 
for Industrial 
Advertisers 


The following documents may be 
secured without charge by any 
advertiser or advertising agency 
from the publishers sponsoring them, 
or through ADVERTISING AGE, 


114. Welding Practice Among Auto- 
motive Fleets. 


This three-page mimeographed sur- 
vey, issued by Fleet Owner, is a 
breakdown of a questionnaire 
answered by 54 fleet operators in 
various lines and in different parts 
of the country. It covers uses of 
different types of welding equipment; 
shows which work is done in fleet 
owners’ own shops and which is 
farmed out to welding establish- 
ments; indicates sources of supply on 
welding equipment, gases, electrodes, 
etc, 


115. Davison’s Textile 
and Buyers’ Guide. 
Davison Publishing Company has 

issued this new textile catalog at the 

request of advertisers, the company 
said. The Buyers’ Guide section con- 
tains 2,300 headings. 


Catalogues 


116. Reaching the Right Man with 
Your Advertising. 


This booklet, issued by the Electric 
Journal, discusses the path of an or- 
der for electrical equipment in the 
typical central station and the aver- 
age industrial organization. Analy- 
sis of its coverage of buyers, circula- 
tion, editorial policies, ete., is an- 
other feature. 


117. 1934 Survey of the Rock Prod- 


ucts Industry. 

This analysis of the rock products 
industry emphasizes the need for 
modernization of plants. Eighty, or 
about half of the total number of ce- 
ment plants in the country, for in- 
stance, are thirty years old or more. 
“While at least half of these thirty- 
year-old plants have undergone ex- 
tensive alterations from time _ to 
time,” comments the survey, “many 
in this and other groups have kilns 
60 to 150 feet in length and other 
equipment in keeping. No cement 
plant today is considered modern 
which has kilns shorter than 175 or 


200 feet.” Published by Rock Prod- 
ucts. 
118. Advertisements Inspired by the 


Old Masters of Printing. 
This book of reprints of nine color 
advertisements of the Kimberly-Clark 
Corporation is not only good adver- 
tising of Kleerfect paper, but it 
points a moral for advertising men. 
The preface says: “The narrative 
advertisement, as the form is called 
by teachers of advertising, offers dif- 
ficulties in making the _ transition 
from narrative to product. In the 
advertising on Kleerfect, the transi- 
tion is made so easily and logically 
that the series is called ‘good adver- 
tising’ by advertising men and pro- 
nounced ‘interesting’ by editors and 
general readers.” 
107. Fumigation in 
dustries. 


If editors are as close to their 
fields as generally supposed, manu- 
facturers of fumigants are overlook- 
ing a worth-while opportunity, this 
study by Food Industries suggests. 
Fumigation is such a live issue in 
food plants that this paper has de- 
voted a great deal of space to it. In 
fact, it ranks fourth in this respect. 
The advertising ratio is so far below 
the editorial as to suggest that ad- 
vertisers are failing to exercise their 
usual alertness. 


the Food In 


100. A Survey of Buying Power 
in the Mechanical Industries. A 
booklet analyzing the distribution 
of buying power in the metal-work- 
ing and mechanical industries, and 
developing a new measure for in- 
dustrial buying power. Published by 
Machinery, New York. 


what 


"| dunno 


—Life. 


it's for—I just keep it ahumming!" 


The somewhat pessimistic caption above this illustration was sug: 


gested by Carl Heyel, 
Heyel 


McGraw-Hill Publishing Co., 
wins a year’s subscription to ADVERTISING 


New York. 
AGE. 


Mr. 
While many 


entries were made in this little contest, almost none had the desired 


marketing slant. 


Voice of the Industrial Advertiser 


Purchasing Agent’s 
Views Are Helpful 


To the Editor: We have read with 
unusual interest the article published 
in your November 4 issue, “The Pur- 
chasing Agent Looks at Advertising,” 
and are wondering if you have had 
any requests for reprints. 

If so, we should like to have about 
a dozen copies for distribution to our 
sales offices, as we feel this story 
contains some good suggestions as to 
channels of approach, especially in 
the larger organizations with which 
we frequently deal. 


EMERY HUSTON, 
Connersville Blower Co., 
Connersville, Ind. 


*, = 


The Daintex Campaign 


To the Editor: We thank you for 
the six copies of CLAss & INDUSTRIAL 
MARKETING which you forwarded so 
promptly in answer to our request. 

These copies will be distributed to 
persons who will be interested in the 
splendid description of our Daintex 
campaign which you have given to 
your readers. 


THEODORE MARVIN, 


Adv. Megr., Hercules Powder Co., 
Wilmington, Del. 


~  F 


Agnew Suggests Book 


for Space Salesmen 


To the Editor: I was rather sur- 
prised at the discussion of a book for 
space salesmen in your last issue. 
If the writer of that letter would 
look into “Advertising Media—How 
to Weigh and Measure,” he would 
find that he has the general princi- 
ples upon which all mediums are 
sold. 

It is true that no general book can 
give a full sales presentation for any 
one medium. If it attempted to do 
so, the presentation would be out of 
date very quickly, but the general 
principles upon which space for dif- 
ferent media are bought and sold and 
the methods of evaluating those me- 
dia remain about the same. 

It isn’t more books that are neces- 


Sary as much as reading the good 
books that we now have. Salesmen 
have been given so much help that 
many of them want all of their think- 
ing done for them. What they need 
is a broader knowledge of business 


rather than a multiplicity of tricks 7 
that will enable them to keep their | 


foot in the door. 


HucuH E. AGNeEw, 


Chairman, Dept. of Marketing, 
New York University. 


*, 3? F 


Liquor Papers 

To the Editor: 

is a new publication in the liquor 

field known as American 

Journal. 

dress of this publication, I shall be 
grateful. 

PAUL F. WITTE, 
Witte & Burden, Detroit. 


To the Editor: You recently men- 


tioned a trade paper called Beverage 4 


Retailer. I shall appreciate your giv- 


ing me the address of this paper, as a 
I should like to get in touch with it. 9}, 


GeoRGE H. Cor iss, 


Adv. Mgr., Lewis-Shepard Co., 
Boston, Mass. 
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“Market Data Book’ 


Still in Demand | 


To the Editor: We should like to 
have a copy of the marketing ma? 
which appeared in The Market Dat 
Book. If possible, we would like 2 
larger copy than the one printed. 


M. ScCHULHOFF, 
John Falkner Arndt & Staff. 
Philadelphia. 


7, 


Wants Extra Copy 

To the Editor: I am anxious t? 

secure a copy of the Oct. 7 issue of 

Class & Industrial Marketing fo 

clipping purposes. If possible, sené 

a copy directed to my personal a! 
tention. 

Epwarp F. CRaArtTs, 

Griswold-Eshleman C°- 

Cleveland, 9 
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TcAL ESMAN WINS 
7 PRIZE: MISSUS 
NOT FORGOTTEN 


Dparrett-Cravens Keeps Whole 
Family Interested 


= ~~) &. 3 


, Chicago, Jan. 4.—“Prizes are made 
to be won.” 

“The wife of the industrial sales- 
man is a factor (o be reckoned with 
jn laying marketing plans.” 

These two axioms provided the 
eundation for the 1933 strategy of 
he Barrett-Cravens Company, manu- 
yacturer of lift trucks, portable ele- 
-ators and other material-handling 
quipment. 

The success of the company’s plan- 
hing is indicated by the fact that it 
yrote out checks for Christmas 
jynuses in amounts reminiscent of 
he haleyon days of 1926-1929. This 
Eichievement is the more remarkable 
yecause the Barrett-Cravens Company 
vas returned to its original owners 
arly in 1933 in a thoroughly disor- 
yanized condition. 

At the top of its success, the com- 
any was bought by interests identi- 
ied with Samuel Insull, which were 
ittempting to create a complete 

i ransportation system, even including 
movement of goods in warehouses 
fe. ind industrial plants. 


Return of Heimer 


Mr While a considerable part of the 
purchase price was paid over, the 
ired @eollapse of the Insull empire made 
t impossible for the buyers to com- 
Mplete the deal, and the company 
herefore was restored to the original 
ywners early in the year, when busi- 
r iess Was almost at a stand-still. Ed- 
Hvin J. Heimer, who was one of the 


eae ; 
ad yuilders of the company’s once prof- 
ao itable volume, was again placed in 
that ‘harge as vice-president and general 
sales Manager. 
ink- eer 

In rebuilding the shattered sales 
need , aaa ‘ 

rganization, Mr. Heimer clung to 
ness é Tis ‘ : 
icks he two maxims cited. He found 
rns Mhat the automobiles of most of the 
, { 


Smanufacturers’ 


representatives who 
ronstituted the sales force were in 
Dextremely bad condition. Many were 


ig, pect being used at all because of 
ty. (@Wornout tires or lack of other acces- 
epories, 
He found, too, that the powers be- 
Mind the thrones—the wives of the 
Pepresentatives—had in many _ in- 
here } tances lost their early interest in 
quor | ahe Barrett-Cravens Company and 
quor PWere suggesting to their lesser halves 
> ad- PMhat their time might be more profit- 
1 be Mbly spent pushing other lines— 
#uuipment which in most cases was 
n direct competition with that made 
it. ™y Barrett-Cravens. 
ial Mr. Heimer believed that contests 
rage ould remedy both of these unfavor- 
es ae Die conditions. He staged such a 
_ pe ontest immediately, and as soon as 
<= et had run a month and the prizes 
” mad heen awarded, put on another 
pp ust like it. In fact, every succeed 
10. 5 ig month saw the Barrett-Cravens 
ss, Pertles staff in the throes of a con- 
*st in which handsome prizes were 
3 ‘warded for the proper number of 
*'snatures on tne dotted line. 
and | Favors Low Quotas 
ce tO Bim. “Prizes are made to be won,” re- 
map - ge Mr. Heimer. “This means 
pata Fy) '*t quotas should be made so low 
ke a Bhat almost every salesman can win 
1 #6& ag every month. If this is done, 
)* Can avoid the disastrous reaction 
BP hich is inevitable when the best 


efforts of a salesman fall just short 
of the goal. 

“In many instances, a single sale 
during the month is enough to qual- 
ify the representative for a prize. 
When the salesman has pocketed one 
prize and sees another hung up, to 
be acquired just as easily, there is 
no doubt as to the outcome. 

“What were the prizes? First, 
they were automobile tires and other 
accessories which enabled us to put 
the salesmen back on wheels—back 
working for us and themselves. 

“Next, after the old bus was all 
fixed up, there were prizes for the 
salesmen’s wives. The list included 
lamps for the living room and many 
other gadgets which make life at- 
tractive for the housekeeper of to- 
day. 


“After the salesman’s wife had 
tasted the fruit of victory, she was 
sold on Barrett-Cravens and _ she 
made a point of keeping her hus- 
band-salesman sold. This put an al- 
most unbeatable sales combination to 
work for us, and it gained plenty of 
yardage throughout the year. Re- 
sult, sales volume that surprised even 
us, approximating that of the so- 
called good old days.” 


Business Press 
Editors Quoted 
By Newspapers 


New York, Jan. 4.—Business paper 
editors believe 1934 will see a pro- 
longation of the upward line on sales 
charts of their respective industries, 
according to a copyrighted story of 
the North American Newspaper Alli- 
ance, which appeared in the New 
York Times and other papers re- 
cently. 

This annual forecast has hereto- 
fore been issued by the Associated 
Business Papers, Inc. Its news value 
was so great, however, that the fea- 


ture service undertook the work this 
year, securing for the reports far 
more general publicity than they 
could have received under other aus- 
pices. 

Most of the editors were reported 
as believing that the NRA has ex- 
ercised a favorable effect on business 
by outlawing price-cutting and other 
practices which have prevented rea- 
sonable margins of profit. 


Issues G. M. Special 


The December issue of Michigan 
Manufacturer and Financial Record 
was devoted to the silver jubilee of 
General Motors Corporation, sup- 
pliers of the big automobile company 
presenting their congratulations in 
advertising space. 


Now-1; the Time to Go After 


Railway Business Aggressively! 


Railways are Inquiring for 20 Locomotives, 13,225 Freight Cars, 


151 Passenger Cars...Heavy Repair Programs Scheduled... 


Present Activity Marks Start of Extensive Buying 


HE new year finds the railways 


nated for railroad use. 


Over $200,- 


ment and materials and supplies. 


ready to make the heaviest pur- 
chases of new equipment in three 
years, and ready to proceed with ex- 
tensive equipment repair and main- 
tenance of way programs. 


Five roads have issued inquiries for 
13,225 
freight cars, 151 passenger cars, in 


a total of 20 locomotives, 


addition to the order already placed 
for 10 large passenger locomotives. 
Also, requests for bids from other 
roads for a substantial volume of 
equipment are anticipated. Then, 
there are extensive repair programs 
involving locomotives, passenger cars, 
freight cars, roadway and structures 
which, alone, will provide an impor- 
tant market for materials and equip- 
ment. All this activity is in immedi- 
ate prospect ... activity which calls 
for early sales efforts. 


The money for substantial expendi- 
tures is available through _ the 
$400,000,090 of PWA funds desig- 


000,000 has already been allotted, of 
which the Pennsylvania railroad has 
received a loan of $77,000,000 for the 
construction of 100 electric locomo- 
tives, and 7,000 freight cars and for 
completing its electrification from 
Wilmington, Del., to Washington, 
mt 


There is a greater incentive today for 
aggressive selling to the railway in- 
dustry than at any time in many 
years. The market is there, and it is 
a growing market! The time to 
makes sales is before the orders are 
placed. That time is now. 


Well-directed railway adver- 
tising will be a shrewd in- 
vestment in 1934, And the 
five Simmons-Boardman de- 
partmental railway publica- 
tions provide the mediums 
for reaching directly and 
without waste the railway 
men who control and influ- 
ence purchases of new equip- 


Each of these publications is devoted 
to one of the several branches of rail- 
way service—each one reaches a spe- 
cific audience of important railway 


men. 


Shape your 1934 railway sales cam- 
paign to include adequate represen- 
tation in the Simmons-Boardman 
railway publications. We shall be 
glad to furnish additional informa- 
tion regarding the expanding railway 
market and the value to you of 
the five Simmons-Boardman depart- 
mental railway publications. 
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» Railway Signaling 


Railway, 1 
gjectical Fe 
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INDUSTRIAL MARKETING SECTION 


January 6, 1934 § 


LARGER VOLUME 
PREDICTED FOR 
BUSINESS PRESS 


Payne Urges Publishers to 
Expand Service 


Chicago, Jan. 4.——Members of the 
Associated Business Papers, Inc., be- 
lieve that advertising volume for the 
first half of 1934 will run between 15 
and 25 per cent above that of 1933, 
H. J. Payne, secretary of the A. B. 
P., told the Chicago Business Papers 
Association at a special meeting 
ealled in honor of Mr. Payne’s visit 
from New York. 


To deserve this and the additional 
good things which Mr. Payne believes 
are in store for business publishers, 
they should strengthen their publica- 
tions in every possible way, he ex- 
horted them. 

Mr. Payne laid 
principles: 

“1. We need to believe in the 
dignity and power of our own busi- 
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ness as never before. We need to 
see in this business far more than a 
means to make a profit. We need 
to recognize that our continued eco- 
nomic usefulness to business men 
calls for rendering that virile service 
to readers—and to the right readers 
—to which we have given repeated 
lip service in the past. It is no 
longer a question of what we say 
we are, or of what we say we do. 
It is up to us to deliver the goods 
and to be judged accordingly. 


Must Assemble Facts 
“2. We need more faith in adver- 
tising itself and to support that faith, 
we need more and better facts about 
the effective use of our publications 
by advertisers. More in the future 
than in the past we must expect to 
be judged by results we actually de- 
liver in the way of lowering sales 
costs than by our promise to de- 
liver.” 

Mr. Payne cited a dozen encourag- 
ing factors in the business situation, 
such as bigger agricultural purchas- 
ing power, improvement in indus- 
trial employment, a skyrocketing of 
net profits, a more encouraging rail- 
road outlook, and others. All of these 
combined, he said, represent a hand- 
some total net gain. The nation is 
actually doing from 13 to 15 per cent 
more business right now than a year 
azo. 


While admitting that doubt as to 
the country’s monetary policy is per- 
haps the chief obstacle in the path 
of further gains, Mr. Payne pleaded 
for more faith in the integrity and 
capacity of President Roosevelt. He 
said the sign posts point to a middle 
course by the President. 

Many former advertisers have 
made up their minds that 1934 can 
and must be the year of their come- 
back, continued Mr. Payne... He gave 
this summary of how business pa- 
pers might make themselves more 
helpful both to readers and advertis- 
ers: 

Study New Trends 

“1, We need to be-alert to the 
possibilities of improving our for- 
mats in relation to our editorial jobs. 
Recent trends toward deluxe quarter- 
lies and toward tabloid news week- 
lies may be significant. 

“2. We need to work together to 
fight unfair types of competition such 
as association-owned and operated 
publications, as well as_ parasitic 
sheets that tend to discredit the job 
that strong papers can and do do. 

“3. We need to fight together for 
better publishing standards, for in 
the long run it is the average prac- 
tice of all business publications 
rather than the best practices of the 
individual paper that impresses the 
advertisers and the business public. 
“4. Editorially we need to give in- 


HE responsibility of power plant 
engineers covers the installation and 
operation of all the machinery and equip- 
ment used to generate, transmit and 
utilize power throughout manufacturing 


plants and service institutions. 


The power plant engineer buys or in- 


fluences the buying of boilers, stokers, 


engines and turbines; also the wiring, 


piping, motors, belting, speed reducers, 


pumps, elevators, air compressors, refrig- 


eration, air conditioning and _ other 
* equipment which is a part of the power 
load. 


You can present your sales story to this 


broad and profitable power market at a 


minimum of cost through POWER 


pages. 


scribers. 


INTE 


Charter Member A. B. C.—A. B. P. 


PLANT ENGINEERING’S 


advertising 


POWER PLANT ENGINEERING reaches 
more than 21,300 power plant men in 
the thirty-five leading industries at the 
rate of $6.66 a page per thousand sub- 
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53 West Jackson Boulevard, Chicago, Ill. 


White Leaves Jenkins | 


Bros. 


creased attention to the public in- 
terest as it applies to the business 
we serve. Beyond that, we need to 
relate, increasingly, the problems and 
the interests of the particular busi- 
ness we serve to other businesses and 
all business. Under any sort of 
planned economy these responsibili- 
ties come squarely home to the indi- 
vidual paper that is to do a job.” 

Mr. Payne said that mechanical 
and material costs of business pa- 
pers are likely to advance as much as 
40 per cent because of code provisions 
on paper, halftones and printing. 
Many business papers will be forced 
to advance rates to stay in business, 
he asserted. 


Bidet 


Unhonored, Unsung in 
Land of Free 


New York, Jan. 4.—Futile efforts 
of American advertisers to popular- 
ize the sitz bath so popular in Eu- 
rope were recalled by Architectural 
Forum in explaining to an Argen- 
tinian firm of architects the reason 
for the absence of the bidet in plans 
of bathrooms as presented by the 
publication. 

Hernandez, Larguia & Newton, 
architects of San Luis, Rosario, Ar- 
gentina, wrote with some diffidence 
on this question as follows: 

“We beg of you to explain a cer- 


tain problem of much interest to us, | 
apologizing for any trouble we might | 


cause you. 

“It concerns the following: 

“In all the numbers of your mag- 
azine there are always set out in 
detail the ground plans of hotels, 
private houses, _ etc. Examining 
these we find that the bidet is not 
included among bathroom fixtures. 

“We do not think the omission is 
due to negligence, because there are 
many bathrooms which lack space 
for the bidet; nor is it possible that 
it is due to economy, for such a fix- 
ture is not used exclusively in ex- 
pensive hotels and houses. 

“Why is this fixture not 
Is there a substitute for it? 
should be greatly obliged for 
swers to these questions.” 

The editor replied: 


used? 
We 
an- 


For Display Only 


“As U. S. architects know, large 
producers of bathroom equipment 
manufacture bidets and keep them 
in their display rooms. Efforts to 
popularize the bidet have failed de- 
spite advertising aimed at both the 
consumer and the medical profes- 
sion. 

“Inquiry at the Roosevelt Hotel 
revealed that all of its thirty de luxe 
suites (where many a foreigner 
stays) have bidets. The Waldorf- 
Astoria reports it has none, as does 
the Plaza, with the reservation that 
some resident guests may have had 
them installed.” 

Architectural Forum also repro- 
duced a painting by the famous ar- 
tist, Covarrubias, with the comment 
that “many a U. S. woman, seeing 


New York, Jan. 4.—James R. 


eral sales manager of Jenkins 
Bros., manufacturers of valves 
and mechanical 
has severed his long connection 
with that company. 

Mr. White has joined Genera] 
Wine and Spirits Corporation 
as vice president in charge of 
sales. 

Mr. White, who was in charge 
of both advertising and sales for 
Jenkins Bros., has long been 
identified with organized indus- 
trial advertising. He is a mem- 
ber of both the N. I. A. A. and 
T. P. A., and has held impor- 
tant posts in both. 


1 BEWILDERMENT 


"Bidet and Blackamoor," famous 
Covarrubias painting. 


a bidet for the first time, feels as 
does Covarrubias’ Negro.” 

The custom of taking a hip bath 
(sitzbad) is said to have originated 
in Germany, whence it spread 
throughout the civilized world, with 
the exception noted. The bidet is 
standard equipment in foreign ho- 
|tels and residences. 


H & D }Clarify 
Regulations on 
Shipping Boxes 


Sandusky, O., Jan. 4.—Two basic 
reference books which will prove 
helpful to every shipper have been 
‘issued by the Hinde & Dauch Paper 
|Company. The first covers “Corru- 
' gated Boxes and How to Use Them,” 
while the second lists “Permissible 
| Packages for Special Commodities.” 
| It includes lists of exceptions to 
/standard regulations governing the 
luse of corrugated fibre shipping 
boxes in freight, express and parcel 
| post service. 
| These books, the company believes, 
| will dissipate some of the mystery 
| which has shrouded the use of ship- 
‘ping containers for many years. 
| This has been due in part to faulty 
/nomenclature, the books point out. 

“The corrugated fibre board of 
| commerce,” one said, “is known t0 
|the railroads as ‘corrugated straw 
board’ and to the postal authorities 
|as corrugated pasteboard.’ This il 
lustrates the frequent differences it 
terminology which occur throughou! 
the entire line of shipping contail 
ers. In such cases we show the des 
ignation adopted for the transporta 
tion service, as well as the H & D 
and other trade names. 

“The freight, express and _ parcel 
post regulations affecting the use ° 
corrugated boxes have been summal 
ized in simple form and indexed.” 


Starts New Paper 


Henry S. Bunting, formerly edite 
of Novelty News, has started public® 
‘tion of Bunting’s Novelty Mart. * 
North Chicago, II. 
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White, vice-president and gen. § 
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January 6, 1934 


ADVERTISING AGE 


7 FEAR CAMPAIGN 


DEPICTS WASTE 
AS HIDDEN FOE 


Toledo Scale Puts Finger on 
Live Nerve 


Toledo, O., Jan. 4.—The prediction 
that American manufacturing plants 
would be forced to reach new and 


the Invisible ENEMY of 
CAPITAL 


READY TO SPRING 


Striking copy in scale series. 


higher levels of efficiency to show 
profits under NRA has been tested by 
Toledo Scale Company with such 
surprisingly good results that the 
company ended 1933 in a blaze of 
glory, With its 1934 advertising prac- 
tically written for it. 

In a brief campaign in The Busi- 
ness Week and Factory Management 
& Maintenance, the dangers of invis- 
ible waste were portrayed so dra- 
matically that the coupon contained 
in each advertisement returned to 
the company in large numbers. 

Waste was portrayed in one ad- 
vertisement as “The Invisible En- 
emy of the NRA,” in another as 
“The Invisible Enemy of Capital,” 
and in still others as foes of labor 
and fair pricing. Another phrase 
which was adapted to the company’s 
use with telling results was “Busi- 
ness Enemy No. 1.” 

A roving tiger, threading his way 
through the underbrush in search of 
food, was the dominant illustration 
in each advertisement. The accom- 
panying copy, written in a vigorous 
style, was calculated to conjure up 
phantoms which would make sound 
sleep impossible for the executive 
charged with producing a profit. 


The Silent Scourge 


“Slinking unobserved through the 
wide open door of your receiving 
platform,” ran one advertisement— 
“‘tattening upon pilferings from your 
Stockrooms and your production ma- 
chines—sereening his depredations 
by falsifying reports to your treasury 
—the deadly enemy of the NRA, 
Waste in Materials—materials that 
eiter the plant as so much money 
and rise in money value at each op- 
eration—are easy prey and fattening 
belt for this germ that saps the red 
“orpuscles of business. 

~All the care and all the precision 
accounting machinery has devised 
‘orm no trap for this invisible en- 
var Visible waste of materials has 
‘one since been routed from plants. 


The invisible ones remain to be ex- 
terminated only by Control of 
Weights—Control of Counts—Control 
ot Measurements. 

“Reporting of materials arriving, 
Materials stocked, materials in proc- 
“Ss form the basis of all accounting. 


Inaccurate reporting must beget in- 


‘curate balance sheets.” 

Continuing, the advertisement of- 
— a free survey by experts in 
ny ‘t, count and measurement con- 


; The copy was written by Sun Ad- 
rtising Company. 


cent sell direct to users and 28 or 19 
per cent sell both ways, according to 
territory. 

“A machine tool dealer maintains 
an organization of technically trained 
and experienced men for contacting 
industrial concerns in his territory,” 
said Mr. Stamets. “He represents 
on an exclusive basis,a number of 
non-competing manufacturers and is 
solely responsible for their sales in 
his territory. 


Dealers Sell 
79 Percent of 
Machine Tools 


New York, Jan. 4.—Dealers han- 
dled 79 per cent of machine tool do- 
mestic sales in 1929, according to 
William K. Stamets, president of 
William K. Stamets, Inc., Pitts- 
burgh manufacturers. The total dis- 
tributed through dealers in 1929 was 
$120,181,000. 

Writing in Mill &@ Factory, Mr. 
Stamets explained that of 147 manu- 
facturers on the 1932 membership 
roll of the National Machine Tool 
Builders’ Association, 106 or 72 per 
cent sell through dealers; 13 or 9 per 


Sells Open Lines 


“He also sells a number of open 
or non-exclusive lines as a service to 
his customers. He carries the ac- 
counts and takes the credit risks on 
his sales.” 

Mr. Stamets referred to a recent 
survey by Mill € Factory, 96 of 100 


buyers of machine tools believing 
that dealers are essential in distribu- 
tion of this line. Reasons for this 
opinion were divided as follows: 
Dealer’s co-operation is available 
immediately, 75 per cent; dealers 
follow up orders and render valuable 
consulting service, 73 per cent; deal- 


Hammer Producer 
in Safety Appeal 


“Safety first” was the unusual ap- 
peal used by Fayette R. Plumb, Inc., 
Philadelphia Tool Manufacturer, in 
an advertisement in Mill & Factory 
and other industrial papers recently. 

“What's a nurse doing in a ham- 


ers settle adjustments and complaints | mer advertisement?” asked the cap- 
quickly, 73 per cent; dealers follow | tion, answering with the assertion 
up deliveries and speed up shipments, | tat “7,389 workers were injured by 


hand tools in New York State in one 
year, $1,574,455 being paid in com- 
| pensation.” 


68 per cent; dealers are better in- 
formed on our needs, 68 per cent; 
dealers recommend the best tools for 
our needs, 68 per cent; dealers help 
to solve general machining problems, 
64 per cent; dealers’ recommenda- 
tions are not limited to one make of 


Textile Papers Merge 


Melliand Textile Monthly and 
Rayon, New York, and Teztile Ameri- 
; . : can, Boston, have merged as Rayon 
machine 62 per cent; dealers’ guaran- | and Melliand Textile Monthly, with 
tee is added security to buyers, 60|headquarters at 303 Fifth Avenue, 


per cent, ‘|New York. 
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Class & Industrial Marketing, 
537 S. Dearborn Ste, 
Chicago, Ill. 


wr. G. D. Crain,Jre, president. 


Dear Mr. Crain: 


Advertising ought 
has. Below I give you ® 
have been placed 


to 


rubber latex 
as lime,grapb 


Among the equi pment 


ite products and 


oauc 


Glass-lined tanks 
Still gaskets 
Molybdenum wire 
Kettles and Mixers 
Blowers 
Piping 
Liquid samp 
verizers 
Centrifugal seston 
Temperature regulator 


Ling device 


Advertising Department 


NEW yORK 
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December 50, 1955 
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inquiries are the following*- 


source of Inquiry 


nsulting Engineer 
peepee CF house 
Metal company 
Linoleum company 
Chemical company 
Paint company 
Gas works superintendent 
Explosive plant 

Drug company 
conenenal oil producer 
Rubber company 
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CLASS & bPNDUSTRIAL MARKETING SECTION 


January 6, 1934 


New Dress for 
Each Issue of 


Wilmington, Del., Jan. 


vertising or selling. There 
doubt, however, that Elisabeth B. 
om Stroud, editor of “The Hercules 


Mixer,” published for employes 


Most 
regular 


publications which 
issue 


general 
makes 
readers. 


appearance 
it easily 


every 
recognized by 


this plan is all wrong. Variety 
the keynote of her policy. 


sue of 


up each time. 
For her September issue, 


A 


HAM TREE 
wstalled by a Los Angel- 
es retailer by side of 
busy highway, bas at 
trated much attention 
Sign tells store mare and 
address 


Hercules Paper 


4.—There 
may be some doubt in the minds of 
some as to whether an internal house 
organ comes under the head of ad- SA . 
is no| === 


of 
the Hercules Powder Company, can 
give many house organ editors some- 
thing to think about when it comes 
to turning out an interesting paper. 

have a 
date adopt a certain 
format and stick to it, the reason 
being that giving a paper the same 
month 
its | 


Every is- 
“The Hercules Mixer,” is a 
thing apart from every other issue, 
only the name remaining unchanged, 
and even this is given a different set- 


Miss 
Stroud borrowed the format of Time,|swung on it; missed.” 


N 


OLIVER TWIDDLE 
Balmer of 
“THE PHANTOMS BULLET” 


CHAPTER I 
=a TENDERFOOT 


Seer an rere 


Miss Stroud evidently thinks that 


is |the weekly 
Stroud also caught 
Time, even the 


York 

| showed 
|links, the 
“Hercules 


magazine. 
“Evelyn 


Girls’ 


The Killer 
by 


news-magazine. 
spirit of 
reflecting 
the style made famous by the New 
photograph 
the golf |of white pellets, sand, grass, howls, 


captions 


Stoll” 
caption explaining 


DUSTRY 


USING NATIONAL MAGAZINE FORMAT 


The HERCULES MIXER 


4 Monihly Pmployermaga wprman oy 


COMPANY AFFAIRS 


CONTENTS " 


Miss {ture portrayed Hercules executives 
taking their golf seriously. After 
identifying the players, “Naval 
stores’ Ray and Hogg,” among others, 
the caption said, “The air was full 


that | moans, grunts.” 
president | For October, Miss Stroud made 
Another pic- '“The Hercules Mixer” look like 


lAustrated. 


A NEAT PIPING JOB HAS BEEN DONE ON 


these steam jacketed kettles. leaving plenty of room 


on ali udes tor the workmen, 


FOUR THOUSAND POUNDS OF HICH 
pressure steam per batch os saved by 
heating wp tha tamk eith exhaust steam 
while a ts being charged, Rendering 
done with 80-tb. steam. 


AIR CONDITIONED SAUSAGE ROOMS 
make sausage manufacture independent of 
weather and climate Thit unit in plant of 
Richter Food Products Co., Chicago 


Pr 


THE 
Meat Packi 


A Pictorial Review of the Nation’s First Industry 


Here’s a brand-new 1934 edi- 
torial feature which will provide 
new interest for the readers of 
THE NATIONAL PROVISIONER— 
a bleed-border picture section, on 
special coated stock, which will 
reflect the industrial progress and 
events of this 


the news great 


market. 


THe NATIONAL PROVISIONER 
news-photographers will contribute 
pictures of the men and the ma- 
chines which go to make the Meat 
Packing and Allied Industries one 
of the most interesting and profit- 
able fields for the cultivation of 


industrial advertisers. 


And this new monthly feature 
will provide an ideal background 
for a few leading advertisers with 
a big, dramatic story to tell to the 
nation’s most important industrial 


buyers! 


Complete particulars and rates 
on request 


THE NATIONAL 


Vvisioner 


MAGAZINE OF THE 


ng and Allied Industries 


407 S. Dearborn St., Chicago 


New York, 300 Madison Avenue 


Street & Smith’s Wild West Weekly. 
Not content with half-way measures, 
the editress even adopted the pulp 
paper utilized by the New York pub- 
lishers. 

In November, Miss Stroud dropped 
imitations and adopted a style cre- 
ated by herself, While it was at- 
tractive, it was immediately aban- 
doned for something new in Decem 
ber. And so it goes. 

“The Hercules Mixer” is read with 
keen interest by everyone connected 
with the Hercules Powder Company. 
Many customers who have had 
glimpses of it demanded that they 
be put on the mailing list, so that 
the monthly paper has a considerably 
wider circulation than the usual em- 
ployes’ magazine. 


BROCKSON GIVES 
WELDERS COURSE 
IN ADVERTISING 


Lafayette, Ind. Jan. 4.—W. I. 
Brockson, manager of sales promo- 
tion for Steel Sales Corporation, Chi- 
cago, was one of the headliners at 
the Ninth Annual Conference on 
Welding held here by Purdue Uni- 
versity. Mr. Brockson, the only 
speaker who discussed advertising 
for the welding contractor, created 
such a favorable impression that he 
has been invited to speak at another 
similar meeting at Ames, Iowa. 

Steel Sales Corporation, Mr. Brock- 
son pointed out, sells welding rods 
and some welding accessories, as 
well as a broad line of steel and 
nonferrous metals, hence has a di- 
rect interest in the growth of the 
welding industry. 

Mr. Brockson asserted that the 
greatest need of welders today is not 
a greater development of their sci- 
ence, but broader understanding and 
more consistent practice of sales pro- 
motion. He proceeded to lay down 
what amounted to an advertising 
and sales manual for the industry. 


A Systematic Campaign 


At least one man in every shop 
should be assigned the task of out- 
side selling, he said, and his efforts 
should be supported by systematic 
promotion. The salesman should 
build a card system of customers 
and prospects and make periodical 
contacts with them. He outlined a 
simple method of achieving this end. 

“After one or two calls,” said Mr. 
Brockson, “the salesman can form 
an intelligent estimate of the number 
of times each account should be con- 
tacted annually. This figure should 
be noted on the card. At the conclu- 
sion of each day’s work, the sales- 
man turns to the cards of prospects 
he has seen that day and makes a 
check mark in the area representing 
the current month. 

“At the end of the month, he runs 
through the cards, those having no 
check marks showing up like a 
house on fire.” 

One successful welding house, Mr. 
Brockson said, has used photographs 
of outstanding jobs to advantage in 
selling. Another located in a farm- 
ing district has made a practice of 
driving his truck out to farms and 
picking up worn plow shares. They 
are hauled into the shop, built up 
and smoothed off during the win- 
ter, being returned to the farmer 
when needed in the spring. 

Other methods of promoting sales 
outlined by the speaker were tele- 
phone work, direct mail, classified 
directory listings under the proper 
headings, and newspaper advertis- 
ing. Even radio has been utilized 
effectively by one establishment. 


Los Angeles, 103! South Broadway 


U.S. DISPLAYS — 
CURIOSITY IN 
CAPITAL GOODS 


New York, Jan. 4.—A vigorous at- 
tempt to “sell” the Government on 
the important relation of capital 


ees, 


‘ae 


David Lawrence 


goods to general prosperity was rec- 
ommended to the December meeting 
of the Technical Publicity Associa- 
tion by David Lawrence, eminent 
Washington publisher and writer. 

Meanwhile, it became known that 
the Government has already mani- 
fested keen interest in this relation 
and has asked the Associated Busi- 
ness Papers, Inc., to collect as much 
information as possible through its 
member papers for study by the ex- 
perts at Washington. 

Mr. Lawrence’s subject was, “The 
Capitol Looks at Capital Goods.” He 
asserted that it is surprising that 
more attention has not been devoted 
to the merits of federal financing of 
capital goods as a cure for much of 
the remaining unemployment. 

He quoted the recent assertion of 
Col. Leonard P. Ayres, economist of 
the Cleveland Trust Company that 
about half of the ten million individ- 
uals still unemployed normally find 
work in the production of capital 
goods and that many of the country’s 
present troubles may be attributed to 
lack of activity in those industries. 

Mr. Lawrence, however, was more 
optimistic than his opening remarks 
would indicate. He said the civil 
works program instituted by Wash- 
ington offers more aid to recovery 
than any type of relief yet conceived, 
and second only to financial backing 
for durable goods. 


N.1I. A. A. to Aid in 


Search for Facts 

Chicago, Jan. 4.—The National 
Industrial Advertisers Association 
has undertaken to provide the NRA 
with some facts and figures on the 
importance of capital goods in the 
recovery program and how this field 
may be helped. 

President Howard F. Barrows has 
appointed James R. Kearney, Jr., of 
the St. Louis company of that name, 
as chairman of the new committee 
appointed for this purpose. This 
committee will canvass the N.I. A. A. 
membership for the desired figures, 
and will also contact other impor 
tant industrial concerns. 


November Lineage 


in Seasonal Drop 


November advertising in 55 busi 
ness papers amounted to 2,824 pages: 
a slight decline from the Octobet 
figure. 

November business, however, co™ 
tinued well ahead of the average for 
the first six months. 


Buy “Western City” 


The League of California Munict 
palities, Los Angeles, has acquired 
Western City and is publishing thé 
paper from 1206 S. Maple Avenue 
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ADVERTISING AGE 


if 


TPROSPECTS ARE 
| HUMAN, MANGAN 
$) SURVEY PROVES 


a But Advertising Doesn't Show 
ual | It, He Says 


Chicago, Jan. 4.—‘People don't 
are about you, but you can make 
hem care by displaying just a lit- 
je interest in their welfare.” 

This was the message brought to 
he Engineering Advertisers Associ- 
tion by James Mangan, advertising 
nanager of the Mills Novelty Com- 
any, Chicago, who delivered an in- 


use of a colloquialism in a letter, but 
the principle can be applied just 
the same. 


Selling the Professor 


“There are a dozen methods of es- 
tablishing a bond of interest with 
that college professor,” he com- 
mented. “If he has written a book, 
a brief quotation from it will be 
enough to identify you as a man of 
culture and a seeker for the truth. 
“The vital necessity is to pierce 
the armor each of us dons as a shield 
from opposing lances. Every sales- 
man knows that if he can get a pros- 
pect to laugh naturally early in the 
interview, the sale is half made. The 
reason is that the prospect mentally 
catalogs his tormentor as a pretty 
good fellow, after all.” 


Don’t be afraid of repetition, he 
emphasized. “Patrick Henry had to 
declaim, ‘Give me liberty or give me 
death’ no less than 100 times before 
the phrase finally penetrated the 
skulls of his auditors and became 
the sentiment of a nation,” he said. 

Mr. Mangan believes in good art 
and good typography. 


A Universal Trait 


“Even if the advertisement on 
which you have lavished time, care 
and money ultimately reaches no 
higher than a corner bootblack,” he 
asserted, “it will have its effect. The 
bootblack will be unable to analyze 
the fascination the copy holds for 
him, but the advertising will work 
nevertheless. 

“The love of beauty and perfection 


is a part of all of us, high or low. 
Don’t be afraid that the masses won’t 
recognize the master touch in adver- 
tising when it is there.” 

Mr. Mangan concluded by offering 


to send free to anyone interested a 
brochure, “The Unknown Sales Form- 
ula,” which he has just completed. 


Mr. Gooder presented 17 direct 
mail pieces, results of which had 
been checked by Dr. Gallup, of North- 
western University. This study in- 
dicated that use of a picture en- 
courages a reading of the advertising 
message. Large mailing pieces ap- 
pear to have more attention value 
than others. 

His assertion that violet has 
proved the most effective color for 
men and dark blue for women pre- 
cipitated a debate. His report that 
there was no difference in effective- 
ness whether a mailing piece was 
sent first class, third class, or dis- 
tributed from house to house also 
apparently stirred some skepticism. 


Sea 


pirational talk of the first water. 
\nother speaker at an unusually in- 
eresting meeting was Leslie Gooder, 


This chart appears weekly in Engi- 
neering News-Record reporting con- 
tract awards and capital available 
for heavy engineering construction. 


eneral manager of the Blakely 
printing Company, Chicago, who pre- 
ented the results of a Gallup survey 
yf direct mail. 

Mr. Mangan chose for his subject, 
‘The 1934 Advertising Renaissance,” 


The difference between the rise in the 
1933 contract curve and that in the 
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a Warming up to his subject, Mr. 
h © @Mangan asserted that most of cur- 
7 yent business correspondence is noth- 
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“I noticed that many of the let- 
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sters coming into our offices,” he re- 
viated, “were written on the ruled 
‘Paper used in school tablets. This 
showed that many of our prospects 


FROM NOW ON the construction industry forges ahead, 


cing 


| Bi all such, we _— a ett - in the civil engineering and construction industry. They will - 
ona /Statlonery, with several envelopes ad- ° ° ° ° ee P e eo, 
Messed te ab. ae Galt on ale wade FROM NOW ON engineers and contractors are cutting continue to live for their industry, rendering a vital editorial 
IRA P Were left blank. The self-addressed down the interval between getting a contract and getting service and leadership. They will continue to interpret the 
the ange aeemeet We $150,000 in cash to work. A recent survey of contract lettings shows that news and progress of the industry, bringing to more than 
s/h one sa . + . . e ° ° ° 
be Mr Ponca iat dike, Satiaiiaiel 90°, of those answering our query were on the job, in action 45,000 readers up-to-date, authoritative articles on engi- 
)«(vertising men to find a common within a week. 8°, did not wait for formal notification of neering design and construction methods. By virtue of this 
- 3 aig ground in the men » contract awards before "moving dirt". These engineers and they will continue to be the dominant advertising media, 
som t Vy ar ‘4 *tisi rit- . . . . . . . 
Bie fing. One - std soaangg pm on Mavala contractors are keener than ever on what is available in the offering manufacturers 100°, paid A.B.C. circulation, prac- 
ttee ti explained, as an example of what way of new cost-saving equipment and materials. tically non-duplicating coverage, lowest cost per thousand 
rhis |) °° Meant, carried the word “aint” in . . of circulation; heightened reader interest and a penetration 
A. B ‘te headline. It displayed remark- FROM NOW ON manufacturers of equipment, materials of waited wr aid heseih ts dies iho ol eras ot 
able vitality « : , . . ° 
res, Fle vitality and pulling power, the and supplies used in any or all branches of the industry who ner 
por: ‘“4Son being, be deduced, that that tell th . d inant £ thei } . two publications. 
Dorticwlar ‘qcaiiaiin. Gane tc tw eae ell the engineers and contractors of their cost-saving con- 7 
‘t using the word as it was printed, struction equipment will profit by 1934 construction activi- Before deciding your 1934 advertising program consider 
vm pe — by the pera stamped ties. During the past year or two, manufacturers have gone these publications as a backbone to your selling campaign. 
Ks as elng one o emselves., . . . . . . . . . . *,¢ 
op f,.tsering questions on this score, far in developing new products and in improving old ones. Compare circulation, editorial caliber, recognition and read- 
; e explained that a college professor Now, with an eye to maximum economy, engineers and con- ership. Or let our representatives talk it over with you in 
yusl Would - y y g p p y 
out, “" Probably be repelled by the tractors are ready to use them on the proving ground of detail. 


had no writing paper of their own 
sand were forced to use little Willie’s 
»when they wanted to communicate 
With us. 


$150,000 by Mail 


stimulating and creating business and employment. In 1934, 
construction offers a live, active market. The PWA is gath- 
ering momentum and a back-log of almost 700 million dollars 
of 1933 capital assures a new market that will top all others. 
Both public and private construction will be up in 1934. 


MEMBER 


experience to replace worn out plant and models. The time 
has come to launch these new products aggressively to 


develop the 1934 market. 


FROM NOW ON Engineering News-Record and Construc- 


tion Methods will continue to be the dominant publications 


ENGINEERING NEWS-RECORD 


CONSTRUCTION METHODS 


Published by McGraw-Hill, 330 West 42nd Street, New York 
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Cutting of Prices 


By Distributors Is 
Prevented by Codes 


Washington, D. C., Jan. 4.—Price- 
cutting by industrial distributors is 
effectually circumvented by the code 
of fair competition for the com- 
pressed air industry, recently signed 
by the President of the United States. 

Meanwhile, some forty industrial 
codes are going into their final stages 
and will be completed some time dur- 
ing January. Most of these codes 
are being developed under the aus- 
pices of the Machinery and Allied 
Products Institute. 

The Code for the compressed air 
industry contains this significant 
clause: 

“No employer shall co-operate in 
the violation of this code by selling 
to or through any distributor who 
does not agree to resell only in ac- 
cordance with the provisions of this 
code. This article shall be in effect 
until the approval by the President 
of a code for such distributors.” 

While price-cutting by distributors 
in the industrial field has not been 
as widespread as by retailers in the 
general field, it has been sufficiently 
in evidence to play a part in the 
demoralization of markets. 


New U. S. Policy 


Heretofore, a manufacturer had to 
move carefully in forcing distribu- 
tors to maintain prices, It was easy 
to break the law, although there 
was no statute forcing any manufac- 
turer to sell any outlet. Now, the 
Government itself is giving its sanc- 
tion to the maintenance of prices, 
the compressed air code indicates. 

This code also provides that there 
shall be no selling below cost. How- 
ever, inventories which must be con- 
verted into cash to meet emergency 
needs, dropped lines or seconds, may 
be disposed of in such manner and 
on such terms and conditions as the 


proper supervisory committee may 
approve. 

In addition, selling below cost in 
order to meet existing competition 
on products of equivalent design, 
character, quality or specifications is 
permitted if provision therefor is 
made in supplemental codes for any 
branch of the industry. 


If the supervisory agency finds that 
printed price lists are the basis for 
selling, he may require manufactur- 
ers to file their price lists with it. 
If this agency determines that price 
lists have not been used, but are ad- 
visable, he may require their use. 
This situation is covered in the fol- 
lowing language: 


May Require Lists 


“If the Supervisory Agency shall 
determine that in any branch or sub- 
division of the compressed air indus- 
try not now selling its product on the 
basis of price lists, with or without 
discount sheets, with fixed terms of 
payment, the distribution or market- 
ing conditions in said branch or sub- 
division are the same as or similar to 
the distribution or marketing condi- 
tions in a branch or subdivision of 
the industry where the use of price 
lists, with or without discount 
sheets, is well recognized, and that 
a system of selling on net price lists 
or price lists and discount sheets 
with fixed terms of payment should 
be put into effect in such branch or 
subdivision, each manufacturer of 
the product or products of such 
branch or subdivision shall within 
twenty days after notice of such de- 
termination file with the Supervisory 
Agency net price lists or price lists 
and discount sheets, containing fixed 
terms of payment, showing his prices 
and discounts and terms of payment, 
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ABRIDGED CATALOGS 


MULTIPLE PAGE SPACE 


PAGE, 
GE and 


Also a Listing Rate in ‘In 


dex to Manufacturers"’ 


ADE TO MADURA TURERS OF INDUSTRIAL LUM MENT MMA TRIALS #60 SHADE 


ae | 


MECHANICAL CATALOG 


Within are shown Specimen Pages and Rate Card 


A COPY IS YOURS 


FOR THE ASKING 


THe AMERICAN Society OF MECHANICAL ENGINEERS 


29 West 39th Street, New York, N.Y. 


Please send me booklet on MECHANIC 


Date 


“AL CATALOG describing abridged catalogs 


and listings, copy of current (1933-34) issue, also new rate card. 


Name _- 


Company 
Address 


Position 


sheets may be revised in the manner 
hereinabove provided. 

“The Supervisory Agency shall 
have power on its own initiative or 
on the complaint of any employer to 
investigate any price for any prod- 
uct shown in any net price list or 
price list with discount sheet filed 
with the Supervisory Agency by any 
employer, and, for the purpose of the 
investigation thereof, to require such 
employer to furnish such information 
concerning the cost of manufacturing 
and selling such product as the Su- 
pervisory Agency shall deem neces- 
sary or proper for such purpose. 

“If the Supervisory Agency after 
such investigation shall determine 
that such price is an unfair price for 
such product, having regard to the 
cost of manufacturing and selling 
such product, and that the mainte- 
nance of such unfair price may re- 
sult in unfair competition in the in- 
dustry and be contrary to the spirit 
of the National Industry Recovery 
Act, the Supervisory Agency may re- 
quire the employer that filed the list 
or discount sheet in which such un- 
fair price is shown to file a new list 
or discount sheet showing a fair price 
for such product, which fair price 
shall become effective immediately 
upon the filing of such list or dis- 
count sheet. 


May Fix Price 

“If such employer shall not within 
ten days after notice to it of such de- 
termination by the Supervisory 
Agency file a new list or discount 
sheet showing such fair price for 
such product, the Supervisory Agency 
shall have power to fix a fair price 
for such product, which fair price, 
however, shall not be more than the 
price of any other employer at that 
time effective for such product, and 
in respect of which the Supervisory 
Agency shall not theretofore have be- 
gun an investigation or a complaint 
shall not have been made by any em- 
ployer. 

“When the decision of the Super- 
visory Agency fixing such fair price 
shall have been filed with the Secre- 
tary of Compressed Air Institute and 
the Secretary shall have given no- 
tice thereof to such employer, such 
fair price shall be the price for such 
employer for such product until it 
shall have been changed as in this 
Code provided. 

“No employer shall sell directly 
or indirectly by any means whatso- 
ever, any product of the industry 
covered by the provisions of this Ar- 
ticle at a price lower or at discounts 
greater or on more favorable terms 
of payment than those provided in 
his current net price lists or price 
lists and discount sheets. The opera- 
tion of this Article XIII shall at all 
times be subject to review by the 
Administrator.” 

The code of fair competition for 
the machine tool and equipment dis- 
tributing trade, which has also been 
signed by the President, is not as 
revolutionary as that of the com- 
pressed air industry. Because they 
will probably find their way into 
other industrial codes, however, the 
following trade practice rules are 
quoted: 

Machine Tool Code 

“SeEcTION 1. Unfair practices shall 
be deemed to be practices or acts 
which by subterfuge, concealment, 
representation, or by any form of dis- 
crimination, result in selling below 
published prices, or in deceiving or 
misleading purchasers, or in misrep- 
resenting the goods of competitors. 
The following specific practices con- 
stitute unfair methods of competition 
for members of the Trade and shall 
be prohibited: 

“Sec, 2. False Marking or Brand- 
ings.—The false marking or branding 
of any goods which has the tendency 
to mislead or deceive customers or 
prospective customers, whether as to 
the grade, quality, quantity, sub- 
stance, character, nature, origin, size, 
finish, or preparation of any such 
goods or otherwise. 

“Sec. 3. Misrepresentation or False 
or Misleading Advertising.—The mak- 
ing or causing or knowingly permit- 
ting to be made or published any 
false, materially inaccurate, or de- 
ceptive statement, by way of adver- 
tisement or otherwise, whether con- 


(Continued on Page 11) 


Industrial 
expositions 


Jan. 19-27. National Motor Boat 
Show at Grand Central Palace, New 
York. National Association of En- 
gine and Boat Manufacturers, 420 
Lexington Avenue, New York. 


Jan, 22-27. American Road Build- 
ers’ Association in Chicago. 


Jan. 27-Feb. 3. National Automo- 
bile Show at Chicago. Alfred Reeves, 
366 Madison Avenue, New York City. 


Feb. 5-9. Third International 
Heating and Ventilating Exposition 
at Grand Central Palace, New York. 
Charles F. Roth, manager, Grand 
Central Palace, New York. 


Feb. 12-16. Knitwear Industrial 
Exposition at Grand Central Palace, 
New York. M. Thayer, Grand Cen- 
tral Palace. 


Feb. 19-24. International Beer and 
Wine Show at Grand Central Palace, 


CLASS & INDUSTRIAL MARKETING SECTION January 6, 1934 
and such price lists and/or discount pepe: 
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New York. W. E. Ziegler, Grand Cen. 7 
tral Palace. & 
March 7-14. Home Beautiful Expo.” 
sition at Cincinnati, O. Ernst Gwin. 
ner, 1252 Elm St., Cincinnati. td 
April 16-21. Oil Equipment & Engi J 
neering Exposition, Houston, Texas.” 
May 12-19. Eighth International| | 


Petroleum Exposition at Tulsa, Okla bs 
William B. Way, general manager. 


Appoint Schaffner 

Geometric Tool Company, New 
Haven, Conn., has appointed Claude)” 
Schaffner Advertising Agency of 
New Haven, to direct its advertis-) 
ing. The company is introducing af 
new type of combination dye-head 
designed to use circular and tangent 
chasers interchangeably. 


+ pees =, 8 


Silver Borders in 


New Arcco Booklet| 


Silver borders for illustrations are ly 
one of the attractive features of al 
new booklet issued by American 
Rolling Mill Co., Middletown, O., on® 
“The Relation of Porcelain Enameled 
Iron to Modern Architecture.” 

Hugh W. Wright, assistant to the 
director of publicity, reported favor- 
able comment from architects. 


industry. 
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Greeting a New Year 


With the beginning of 1934 Mida's Cri- 
terion embarks upon its 50th year. We are 
proud of the leadership we have enjoyed in 
the past; we are proud of our traditions, our 
accomplishments and the host of firm — 
friends we have acquired during the many 
years we have served the wine and liquor 


We are prouder still that our industry is 
the most active in America and that Mida's 
Criterion continues today, as it was for so 
many years in the past, the leader—ranking 
first in reader interest, first in paid circula- 
tion and first in amount of advertising. 


The January issue of Mida's Criterion will 
carry about 120 pages of advertisements, 
which will probably be a larger number than 
any trade or business paper in any field will 
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| Cutting of Prices 


By Distributors Is 
Prevented by Codes 


(Continued from Page 10) 


i cerning the grade, quality, quantity, 


substance, character, nature, origin, 
size, finish or preparation of any 


B goods of the Trade, or the credit 


er. | terms, values, policies, or services of 


any member of the Trade, or other- 


2 wise having the tendency or capacity 
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to mislead or deceive customers or 
prospective customers. 
“Sec. 4. Commercial Bribery.—Di- 


' rectly or indirectly to give or per- 


mit to be given, or offer to give, 


' money or anything of value to agents, 


employees, or representatives of cus- 
tomers or prospective customers, or 
to agents, employees, or representa- 


' tives of competitor’s customers or 


S arel 


gree = 


» prospective customers, without the 


knowledge of their employers or 


» principals, as an inducement to influ- 


ence their employers or principals to 
purchase or contract to purchase 
from the makers of such gifts or 
offers, or to influence such employers 
or principals to refrain from dealing 
or contracting to deal with com- 
petitors. 

“Sec. 5. Interference with Contrac- 


tual Relations.—Maliciously inducing 


or attempting to induce the breach of 
an existing oral or written contract 
between a competitor and his cus- 
tomer or source of supply, or interfer- 
ing with or obstructing the perform- 
ance of any such contractual duties 
or services. 

“Sec. 6. Secret Rebates.—The secret 
payment or allowance of rebates, re- 
funds, commissions, credits, or un- 
earned discounts, whether in the form 
of money or otherwise, or the secret 
extension to certain purchasers of 
special services or privileges not ex- 
tended to all purchasers on like terms 
and conditions. 

“Sec. 7. Giving of Prizes, Premiums, 
or Gifts.—The offering or giving of 
prizes, premiums, or gifts in connec- 
tion with the sale of goods, or as an 
inducement thereto, by any scheme 
which involves lottery, misrepresen- 
tation, or fraud. 

“Sec. 8. Defamation.—The defama- 
tion of competitors by falsely imput- 
ing to them dishonorable conduct, 
inability to perform contracts, ques- 
tionable credit standing, or by other 
false representations or by the false 


your daily newspaper. 


tion every week ! 


Start The New Year Right— 
With Your Own Copy of 
Advertising Age!.... 


Advertising Age costs no more per copy than 


Enter a personal subscription for yourself and 
be sure of having up-to-date advertising informa- 


ADVERTISING AGE, 


537 S. Dearborn St., 
Chicago. 


Company 


$1 a Year .. 52 Issues 


USE THE COUPON 


ee ee ee ee ee 


You may enter my subscription for one year. I enclose 
$1 (check, currency, or money order). 
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disparagement of the grade or qual- 
ity of their goods. 


Rule on Patents 


“Sec. 9. Threats of Litigation— 
The publishing or circulation of 
threats of suits for infringement of 
patents or trade marks or of any 
other legal proceedings not in good 
faith, with the tendency or effect of 
harassing competitors or intimidat- 
ing their customers. 


“Sec. 10. This Trade is engaged in 
the business of distributing machine 
tools to industrial users and not to 
the general public. Some of the 
product is sold directly by the manu- 
facturer, and some by commission 
salesmen and agents, and all resales 
are on a commission basis. In order 
that open prices may be maintained 
without discrimination, it is estab- 
lished that the individual manufac- 
turers’ published prices shall govern. 
Therefore, no member of the Trade 
in selling goods on a commission, as 
above outlined shall deviate from the 
manufacturers’ f.o.b. factory price 
lists and discounts, or sell directly 
or indirectly by any means whatso- 
ever, any of such goods at a price 
lower or at discounts greater than 
those provided in the manufacturer’s 
current net price lists or price lists 
and discount sheets, except damaged 
and obsolete goods, and then only 


after being reported to the Super- 
visory Agency. 

“Sec. 11. To quote a lump sum 
price on any schedule of goods which 
does not show unit prices, or to make 
any additions or reductions on any 
other basis than the unit prices 
shown. 

“Sec. 12. To quote delivered prices 
or invoice purchaser without adding 
to the f.o.b. factory prices, transpor- 
tation and other charges and to fail 
to state in quotation where freight is 
prepaid that such prepaid freight will 
be charged as a separate item and 
billed net cash.” 


Youthful Chief 
Of Chain Belt 
Dies Suddenly 


Milwaukee, Wis., Jan. 4.—Clifford 
F. Messinger, whose remarkable ca- 
reer with Chain Belt Company was 
cut short by a heart attack Decem- 
ber 12, believed that the advertising 
manager of any manufacturing com- 
pany has opportunities for advance- 
ment which are vouchsafed to few 
others. 

He turned this belief to good ad- 
vantage. Joining Chain Belt as ad- 


vertising manager in 1913, he di- 
gested the lessons of that office so 
well that he rose successively to 
sales manager, general manager, vice- 
president and president. 

All of this took place in the span 
of seventeen years. He reached the 
president’s chair in December, 1930, 
when only 41 years old, because, he 
said, he never forgot that a product 
was useless until it was sold and 
put into action. 

Mr. Messinger’ graduated 
Sheffield Scientific School of Yale 
University in 1911. In spite of his 
close application to his duties with 
Chain Belt Company, he found time 
for other interests and at the time 
of his death was a director of Chain 
Belt, Interstate Drop Forge Company, 
Sivyer Steel Casting Company and 
Federal Malleable Company, all of 
Milwaukee. 

He was also a member of the 
finance committee of the Milwaukee 
Community Fund. 


Printer in E. A. A. 


Henry Wallace, of the Wagner & 
Hanson Company, Chicago printers, 
has become an associate member of 
the Engineering Advertisers’ Associa- 
tion. The application was secured 
by Ralph Williams, B. F. Gump Com- 
pany, as chairman of the member- 
ship committee. 
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Machine Design is pub- 
lished by The Johnson 
Publishing Company, Pen- 
ton Building, Cleveland, 
Ohio. Affiliated with The 
Penton Publishing Com- 
pany. 


EFINITE 


Machine Design is as definite as its name. 
It is a definite publication serving a very 
definite field. The function of Machine 
Design is that of a conveyor of ideas on 
design from one type of machinery manu- 


facturer to all others. 


It carries the most 


advanced and authoritative information 
on methods, materials and parts. 


With a total monthly distribution of over 
eight thousand copies, Machine Design is 
giving a thorough coverage of the 6200 
worthwhile machinery manufacturers of 


the country. 


Copies are addressed by 


name or title to the executives and engi- 
neers responsible for design. 


Machine Design is not a medium for 
everything—but for Manufacturers of ma- 
terials, parts and accessories which are 
designed into the machines of America— 
Machine Design has a definite, tangible 


value. 


We should like to tell you about 


this value—in terms of your product. We 
have helped others — some by advising 
against the use of Machine Design—some 
by showing how their product fits into the 
design function—to their ultimate profit. 


from - 


What Is a Machine? 


Any device for applying or modifying 
force to a specific purpose is a ma- 
chine. A few simple laws of mechan- 
ics are the basis for every machine 
built. All machines are made up of 
the same basic materials, incorporate 
the same basic parts. Hence there is 
a common interest between men who 
design machines, no matter for what 
purpose. 


What Is Design? 


The design of machines connotes the 
practical application of the mechanics 
of machinery, the drawing of plans, 
and the consideration of design on 
sales. And, above all, it implies a 
thorough knowledge of materials and 
parts, and particularly close familiar- 
ity with the sources from which they 
can be obtained. 
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PROBLEMS 


in industrial advertising and marketing 


W 
CONDUCTED by KEITH J. EVANS 


A Good Catalog cheap to sample in the _ consumer 
| market, a great deal of this is done. 


- We have just received our new | 
catalog from the printers and would 
appreciate it if you will kindly 
glance through it and give us your 
criticisms, especially of the layout. 


|not so much is accomplished except 
|occasionally where it happens that 
|sampling is also cheaply and easily 
'done such as in the case of welding 
|rods and other small items. 

It is difficult for one not particu-| In some instances, these types of 
larly familiar with your business to | products in the industrial field have 
make any practical criticism of your | been very badly cheapened and hurt 
catalog. | by over-sampling. One company be- 

The interesting strong black cover | gins it on a careful basis. Their 
with simple silver title is striking.| competitors try to outdo them and 
The tissue fly-leaf adds atmosphere.! as a result, 

Turning the experience idea around | ples given out to keep the trade in 
and asking “Does Experience Count! welding rods and other items for 
in Your Business?” takes the self- a long time. 

praise idea out of your introduction As a general rule, in the industrial 


ADVERTISING DEPARTMENT. 


and gains reader interest. The next’ market we believe there should be 
page, beginning as it does with no sampling that does not tie up 
“gravity” and so on, leads well into with a direct request and responsi- 
your catalog in which all of your bility to report back to the seller 
equipment is described and _ ex-|the performance of the sample. If a 
plained clearly and forcefully. buyer is not interested enough to 


Perhaps in the interest of economy agree to use the product and accu- 
you used halftones from a former is-| rately report the results, then he 
sue. If you could have afforded new | should not be bothered with samples. 
halftones that would embrace the, We are referring to reasonable units 
margin of your pages, they would} or pieces of material that can be 
have permitted larger and clearer | actually used in a plant. 
illustrations. This would also have In many other instances, small 
given your book a more modern tone | pieces of material such steel 
than the standard illustrations pro- sheets, etc., may be sampled without 
vide. In times like these 


as 


In the industrial market, however, | 


there are enough sam- | 


it prob- | any demoralizing effect, a small 

ably would have been extravagant to | piece being provided by the _ sales- 
have made the new bleed halftones,| man or sent under separate cover 
but this new, more modern style | in the case of a written quotation. | 
would have improved the reading If the purchasing agent receives 
pages. | two quotations, they may be reason- 
Your use of color has helped but|ably equal, but if one ineludes a 
probably could have been omitted | sample which the superintendent | 
in the interests of economy. If it | says is satisfactory and is what he 
had been a question of color or) wants, the buyer will usually pur- 


bleed halftones, I think the latter | chase from the company whose prod- 
would have been preferable. | uet he seen because he feels 
After all, the buyer uses your | safer and closer to that product. 


has 


catalog for the basic facts and in- This type of sampling is usually 
formation it contains, and you either | under-done, yet it is the least _ eXx- 
receive or do not receive the order pensive. 

depending on how clearly and con- | 7? 7 


vincingly you tell your story rather 
than on the type of halftones, layout 
or decoration. 


The Advertising Dollar 


We are submitting an outline of 
our advertising for 1934 and would 
es + 


Sampling Over-Done? 


It costs us $2.00 each to sample 
our product. 


Are we spending too little money, 
|} too much money or putting too much 
|/in one place? 


| connecting 


| order. 


‘other budget. 


| be very glad to have your comment. | 


spend about 2 
sales. Though in your industry we 
have come across budgets from 1 to 
4 per cent, 2 per cent under present 
conditions is probably the best you 
can do and safest in relation to your 
bank account. 

You have been at this work for 
a long time, and there is very lit- 
tle that we can suggest basically. 
There are, however, a few comments 
that we might make to advantage: 

1. We find no reference media or 
directories listed. These, as you 
know, bridge the gap and form the 
link between industrial 
advertising, personal selling, and the 
Classified telephone direc- 
tories and our national directories, 
such as Thomas’ Register and Mac- 
Rae’s Blue Book are generally re- 
ferred to in the of products 
such as you are making. Perhaps 
this is included in sales or some 
Certainly there is a 
place for directory and _ reference 
media in your schedule. 

2. There is no item for envelope 
inserts or any other special litera- 


case 


|ture that can be mailed along with 


4 “y “ hile we formerly did| | realize that this is a rather big | 
quite a bit o sampling, the sample order but do not expect you to dig 
account has been eliminated during too deeply. Just give us your off- 


the depression, and we are now dis- 


: : ; : hand comment. 
cussing the question of re-opening it. 


Have you any experience to lend ADVERTISING MANAGER. 
. ic 343 9 . ° 
us on this question? It is well that you included your 
SALES MANAGER. expected volume of sales for 1934, 
There is no better selling help | which indicates, along with the bud- 


than a sample. As it is easy and | get total, that you are planning to 


/envelope stuffer was a menace. 
the 


| general letters, quotations, etc., with- 
The old | 
But | 


out increasing the postage. 


new interesting stuffers in the 


|form of blotters and other literature 


}are 


usually acceptable and looked 
|}over without interfering with your 
business message. 

Other even more economical pieces 
;are pasted to the lower left hand 


AIR 


CONDITIONING 


Tuis most talked-of industry is definitely 
in action. To share in its present activity 
and future promise now is the time for 
manufacturers of air conditioning products 
and accessory equipment to identify them- 
selves strongly with this opportunity market. field 


With HEATING PIPING AND AIR CON- 


the outstanding leader in residential and 
smaller building air conditioning of the 
warm air, duct distribution type, Keeney 
Publishing Co. is in unique position to ad- 
vise with manufacturers and agencies as to 
how best to work into and with this rich 


per cent of expected | 


corner of your letterhead in the 
form of very small four-page fold- 
ers, perhaps one to one and a half 
inches high and about the same 
width. These are very small, cost 
very little but carry a message that 
torms just one more link in the 
chain of events that leads up to or- 
ders. 


3. You also indicate but two is- 
sues of your house organ. We feel 
that four is the minimum if you ex- 
pect to register with it. Four small 


issues are better than two large 
ones, 
4. The item of sales promotion 


letters is very small but perhaps 
some of these are included in your 
sales budget. Companies today are 
tying in their personal calling with 
sales promotion letters to which are 
attached advertising and _ technical 
bulletins. In this way they not only 
time but personalize their advertis- 
ing to good advantage. 

As indicated before, your budget 
|seems reasonably sound, and these 
j}are only border-line comments which 
|may be of interest. 


* @ 


Neglected Opportunities 


The boss feels that I was extrava- 
|gant in 1929 in making reprints of 
|advertisements for the salesmen and 
ifor the sales correspondence depart- 
ment to use in connection with in- 
| quiries. 
| I also am finding very little time 
for general publicity. Would appre- 
ciate your comments both 
these activities. 
ADVERTISING 


on of 


MANAGER. 
| Many companies not only send 
copies of all of their advertisements 
to the sales force but also very 
|often make enough reprints to send 
them along with a letter to the full 
list in the publishers’ offices or their 
own mailing list. 

If an advertisement is good enough 
to place in a trade paper, it is good 
enough to feature with the salesmen 
'and emphasize again by mailing it 
‘to your trade. Often a buyer will 
notice an advertisement the first 
time he sees it but will not read it 
|; until the second or third time. 


Then, too, you owe it to your 
‘salesmen to keep them posted on 
your advertising. If the advertis- 


ing is well conceived, it will often 
provide the men with good ideas for 
selling. Incidentally, the fact that 
you are going to send it to all of 


DITIONING the recognized authority in 
the field of commercial and industrial air 
conditioning and AMERICAN ARTISAN 


A letter will bring—from air conditioning 
headquarters — information on the two 
main divisions of the air conditioning mar- 
ket. 


KEENEY PUBLISHING COMPANY 


1900 PRAIRIE AVE., CHICAGO 


your friends in the sales department 
|}makes you work that much harder 


'in the preparation of effective ad- 
| vertising. 
Publicity is the other neglected 


‘child of the depression. Advertis- 
ing managers and agencies are short- 
| handed and are only doing the es- 
|sentials. The publishers are hun- 
‘gry for news. If there is no news, 
create some and send in the story. 
Illustrate it, too, if you can, as a 


| good picture will increase its value 
‘100 per cent. 


| 


| 
| 
| 
| 
| 


— 


Date Your House Organ? § 


Attached are copies of our year, § 
file of house organs. AS you se § 


we publish one every two month: & 


I have been dating these and be} 
lieve it is best to do so, while oy § 
sales manager, wishing to use Some 


of the stories later, prefers that | J 


ie / 


do not date them. May I have you § San 
recommendation? : Coast 
ADVERTISING MANAGER. jts ver 

mee yertis! 

We agree with you that it is bet. Be weive 
ter to date the issues of your house ae ost!) 


organ. On the other hand, there jg 


a thoriz 


no harm in having the printer stop Wi. nd bi 
the press and take out the date on § ed by 
the copies which you wish to keep ows 
and use in your selling work. Ip One 
this way both of you are taken Care tive I 
of. The sales manager is not em. ..mpa 
barrassed by sending an old copy for 52 
containing a special story to a pros- MMi ncjud 
pect he is working on. divisic 
Incidentally, we also notice that MB proug 
publishers always date reprints of MB ines 
advertisements which may be or. The 
dered by an advertiser. We believe MB... u 
it is reasonable for the publisher to BR pacific 
place his name on the reprint such under 
as “Reprinted from — mag: Bi onairs 
azine.” However, we do not see any J), ity 
reason why he should date it, as J Electr 
this makes the copies appear old §§ oper 
within a few months and usually is § Angel 
the reason why so many reprints are Buckl 
thrown into the wastebasket. Electr 
=—— -—— = == —— [Gas C 
: Gas & 
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Advertising 
Manager 
a chance 


Man Y an advertising manager 
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is only half as useful as he could p News 
be. Most advertising managers can trial 
do bigger things than they are Plans 
doing. They can’t fully develop } same 


themselves or their employers’ op- 
portunities as long as they have to 
carry the whole burden of plan- 
ning, executing, producing and all 


Ar 


the details of advertising. Go 
Coupled with the right outside ad- Pree: 
vertising service organization, the Bthe | 
advertising manager can develop pany 
new ideas and methods and have the | 
time for more effective sales-pro- form 
motion activities. The employer's 
gain is often many times the cost = 
of the agency service; the adver- — 
tising manager's reward is_ in- BOK 
creased opportunity to grow with- i 
in his own company. 
We know, because we have a * 
number of clients who employ ad- 
vertising managers. We've seen 
our cooperation explode the theory eo 
of “taking the advrtising manag- 8 pa 
er’s job”; we've seen it expand his 12 pay 
opportunities to do more impor- se 
tant work. We'll be pleased to 2 pa 
show you how these contacts work ns 
out where we are employed. 1, 
N FU. 
Oo. & TYSO! ) 
‘ 
AND COMPANY, Ine. : 
' 
CLASS & INDUSTRIAL CA 
A 


ADVERTISING 


Member A. A. A. A. 


TYSON-RUMRILL ASSOCIATED 
41 Chestnut St., Rochester, N. 


2046 
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Pacific Coast 
Gas Copy Runs 
Again in ’34 


san Francisco, Jan. 4.—The Pacific 
Coast Gas Association will conduct 
as 


7” its sixth consecutive co-operative ad- 


yertising campaign during 1934. A 
Mwelve months’ schedule, consisting 
B nostly of full pages, has been au- 

+horized in twenty Pacific Coast trade 
and business magazines, supplement- 
Bed by direct-mail and a _ technical 

news service. 

One of the most consistent co-opera- 


tive programs in the nation, this 


Se .-ampaign has appeared continuously 


for 52 consecutive months and has 
included, in addition to the industrial 


Widivision, home-consumer advertising 


through radio, outdoor posters, maga- 
zines and direct-mail. 

The campaign is sponsored by the 
gas utilities of California and the 
] Northwest, and is prepared 

under the direction of a committee. 

Chairman for 1934 is A. C. Joy, pub- 

licity manager of the Pacific Gas & 

Electric Company, San _ Francisco. 
"Other members: D. L. Scott, Los 
angeles Gas & Electric Co.; Douglas 
Buckler, Southern California Gas & 
Electric Co.; J. Earl Jones, Seattle 
Gas Co.; Pierre Vinet, Coast Counties 
Gas & Electric Co. 


ee Loa 
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\ nsulite Gets 
| Good Volume 


From Farmers 


Minneapolis, Minn., Jan. 4.—The 
“dire plight of the farmer” has been 
slightly exaggerated, results secured 
"by the Insulite Company in 1933 in- 
Pidicate. R. P. Dodds, manager of ad- 
Mivertising and publicity, said a com- 
Mbination of industrial and farm ad- 
vertising will be used in 1934.. 

“During 1933,” he explained, “we 
rather forsook the urban consumer 
market for the time being. On the 
other hand, and in spite of the fact 
‘that there has been much publicity 
about the dire straits of the farmer, 
‘we concentrated the bulk of our ad- 
| vertising in farm markets, and feel 

that we made no mistake in view of 
sales results. 

“We complemented this agricul- 

tural advertising with copy in se- 
‘lected industrial mediums, such as 

The Wood-Worker, Ice and Refriger- 

ation, and Electric Refrigeration 
'Yews and carried some quasi-indus- 
trial copy in lumber trade papers. 

Plans for 1934 will include about the 
/same line-up.” 


Armstrong’s New Work 


Gordon Armstrong, former assist- 
'ant to the president, Youngstown 
Pressed Steel Company, has formed 
‘the Armroy Manufacturing Com- 
bany at Warren, O., to manufacture 
the Reprograph, a new machine for 
form-letter work. 


[BOOKLETS = * += CATALOGUES | 


PRICES ON 6”x9” 


‘BOOKLETS : 


Printed on 45 Lb. E. F. 


arene 


5M 10M 25M 50M 
5 Page...$ 36.40 $ 55.75 $129.20 $229.85 
1 Page... 55.75 89.30 164.90 302.65 
3S page... 67.10 120.00 198.45 360.55 
‘4 Page... 103.95 167.50 302.40 607.95 
_ 128.50 206.95 387.45 710.85 


r sizes and quantities proportionately 


FULLY EQUIPPED PLANT 


Complete facilities to run large 
and small editions of various size 
publications, new sheets, monthly 
trade journals and catalogues. 


CATALOGUE SPECIALISTS 


A staff trained to lay-out and 
Prepare for publication “Cata- 
logues that bring results!" 


Submit Your Requirements 


PUBLICITY SERVICE 
POLLEN SevLaine—Ptonashtie Pe 


PUBLI 
LNSLICATIONS ~—* PRINTING | 


24 GROUPS HAVE 
VOICE IN BUYING 


New York, Jan. 4.—Purchasing au- 
thority in the process industries does 
not rest with one group alone, but is 
spread through many, according to a 
survey by Industrial and Engineering 
Chemistry. 

The publication’s questionnaire, to 
which 6,103 of its readers responded, 
covered the purchasing of more than 
forty products commonly used in its 
field. The summary showed 923 re- 
search chemists as the largest single 
group which has a voice in buying. 
Consultants formed the second larg- 
est, 728, while chemical engineers 
were third, with 502. 

Analysis of the survey convinced 
industrial and Engineering Chemis- 
try that “executive, enginering and 
development groups share the re- 
sponsibility for important decisions. 
Responsibility and authority rest 
with the man who knows the tech- 
nology involved in the process oper- 
ation.” 


Who Does Buying 


Among those who indicated that 
they figure in the buying of air con- 
ditioning equipment, for instance, 
were 35 presidents; 44 vice-presi- 


dents; 7 secretary-treasurers; 13 
general managers; 26 directors; 46 
holding miscellaneous offices; 21 


works managers; 42 superintendents; 
15 assistant superintendents; 83 
chemical engineers; 25 plant chem- 
ists; 7 purchasing agents; 90 chief 
chemists; 51 directors of research; 
90 research chemists; 7 control 
chemists; 1 metallurgist; and sev- 
eral other groups. 


Bleed Pages 


Are Winning 
New Recruits 


Chicago, Jan. 4.—The present vogue 
of bleed pages among industrial ad- 
vertisers recalls that the Northwest 
Engineering Company, of Chicago, 
manufacturer of power shovels, pion- 
eered in this innovation. Northwest 
used bleed borders as far back as 
1927. Because of its liberal use of 
color, many of its pages of this char- 
acter passed as inserts. 

Northwest will use bleed pages in 
twelve highway contractors’ papers 
in 1934 to announce a shovel, crane 
and dragline powered with a new 
oil engine. Since the _ operating 
method is about the same as that 
of a gasoline engine, the new power 
plant is expected to receive the fa- 
vorable comment of operators, some- 
thing which has not been true in 
the past of new engines. The Diesel, 
for instance, was a mystery to many 
of the old-line operators. 

The new Northwest copy will 
stress the savings in fuel costs. The 
campaign is being placed by Russell 
T. Gray, Inc. 


Dolomite’s Bleed Pages 


Basic Dolomite, Inc., of Cleveland, 
is one of a number of industrial ad- 
vertisers now using bleed pages. 
C. A. Reece, of Hudson, O., who han- 
dles this advertising, gave an inter- 
esting account of his reasoning. 

“Unquestionably a bleed page is 
striking, because it simulates a one- 
page insert,” he said. “The extra 
tariff is 25 per cent, or about $30 on 
the average. Plates cost a little more 
for an 8%x11% area than for 7x10, 
but if we resorted to two colors, we 
would be taxed $50 extra for the sec- 
ond color and the engraving would 
cost another $50. 

“I feel that a black, gray and 
white page possessing character is 
superior to a so-so black and red, in 
which the second color is introduced 
for practically no purpose except re- 
lief. Our product does not intrinsic- 
ally call for red.” 

Basic Dolomite resorted to two-page 
inserts, lithographed, in the annual 
statistical issues of both Steel and 
The Iron Age, but expects to use a 


number of bleed pages this year. 


Exhibitors 
Committee in 


Its 9th Year 


New York, Jan. 4.—E. J. Billings, 
of the Babcock & Wilcox Company, 
New York, was elected president of 
the Exhibitors Committee Industrial 
and Power Shows, Inc., at the annual 
meeting of the board of directors 
here. 

The Exhibitors Committee, which 
is entering its ninth year as a service 
organization for industrial and trade 
show exhibitors, is composed of im- 
portant industrial companies which 
are interested in the improvement of 
conditions relating to shows and ex- 
hibits. Comprehensive data and in- 
formation on all types of shows are 
maintained at its headquarters at 330 
West 42nd Street. 

L. W. Shugg, General Electric Com- 
pany, Schenectady, N. Y., was elected 
vice-president; F. C. Kerns, Texas 
Company, New York, secretary; J. P. 
Ferguson, Reading-Pratt & Cady Com- 
pany, Bridgeport, Conn., treasurer; 
and W. A. Hemming, of the Exhibi- 
tors Committee, executive secretary. 
International Harvester Company 
and Crown Cork & Seal Company 
have been admitted to membership. 


“Provisioner” Plans 
Pictorial Supplement 


The National Provisioner, Chicago, 
will publish a monthly pictorial sup- 
plement beginning with January. It 
will feature developments in me- 
chanical and industrial activities of 
the meat packing and allied indus- 
tries, as well as news events featur- 
ing leaders of the field. 

The supplement will be printed on 
heavy coated stock, with bleed bord- 
ers. Advertising copy will be ac- 
cepted of a type conforming to the 
general editorial style of the supple- 
ment. 


A. B. P. to Issue 
Membership Guide 


Associated Business Papers, Inc., 
New York, will issue a membership 
guide for agencies, Judd Payne, sec- 
retary, has announced. 

The roster will emphasize the fact 
that every paper listed in A. B. C., 
has a definite subscription price, and 
is edited by an authority in its field. 


Automotive Paper 
Zoning Editions 
Automotive Electricity, New York, 
has announced a plan of zoned edi- 
tions, space being sold in any desired 
edition. 
Three zoned issues will be issued 
monthly, in addition to the regular 


edition. 


Austin- Western 
Calendar Girl 


Carries Punch 


Chicago, Jan. 4.—The 1934 calendar 
of the Austin-Western Road Machin- 
ery Company is surmounted by the 
illustration of a girl pretty enough to 
draw frequent glances from the road 
contractors who received it. 

The pretty girl is given a punch by 
the use of photographs of Austin- 
Western machines in action on the 
calendar proper. Ten small half- 
tones are used on each pad, a total 
of 120 being utilized. As far as pos- 
sible, a seasonal presentation was 
made. For instance, snow ploughs 
were pictured during the fall and 
winter months. 

According to Brown & Bigelow, St. 
Paul calendar manufacturers. this is 
the first time such a tie-up has 
been effected in the industrial field. 


New Work for Lloyd 


John M. Lloyd has joined Kellogg 
& Tree, New York, as manager of the 
trade and consumer publicity depart- 
ment. He was formerly associate 
mechanical editor of The Iron Age, 
and for 14 years was head of the 
publication department of the So- 
ciety of Automotive Engineers. 


crows. 


while he works on 


E are at the point of a 
chronological turning — 
we hope the point of a psycho- 
logical turning. While we do 
not prophesy, we have felt that 
the suggestion of a dawn has ap- 
peared on the horizon. A hesitant 
cock or two has crowed feebly. 
Perhaps yours is one of those 
companies that has sensed a dawn! 
Visited by Santa Claus—you have 
a needed advertising budget—a 
budget to promote the figurative 
grist to feed the cock that feebly 


Who’s to help the advertising 
manager scatter the grist where it 
will be most effective? 
lick the problems that he hasn’t 
time for? Who is to write the copy 


Who is to watch the printer, the 


Who is to 


maintaining 


sales plans? department. 


publisher, 
baker, the candlestick maker— 
to say nothing of the engraver 
and electrotyper? 

We have been helping the 
same advertising managers start 
the new year for from five to fifteen 
years—we have brought them a 
technical understanding of their 
products, a knowledge of the trade 
papers reaching the industries in 
which they are interested, familiar- 
ity with their trade and selling 
problems, and relief from the de- 
tails of copy writing and produc- 
tion—all based on years of experi- 
ence and contact in the sale of prod- 
ucts from valves to power shovels. 

This experience is yours for the 
asking at a cost far below that of 


WATCHMAN 
what of the New Year 


the butcher, the 


a larger advertising 


What of your new year? 


RUSSELL T. GRAY, INC. 


Engineering Building 
Telephone Central 7750 
Chicago, Ill. 
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Classified Advertisi ion f dustrial, Trade & Class Publicati 
A Classified Advertising Section for Industrial, Trade ass Publications 
ee 
Automotive World (established 1926), and The Price Current- | times, $250. Two-thirds page, 1 time, $138; 12 | commercial and engineering subjects. It is there- | standard; one-time page rate, $150; 12-time Dagy 
Grain Reporter (established 1844). Published sec-| times, $112. One-half page, 1 time, $106; 12 | fore read with interest by everyone in the telephone | rate, $130; one-time half-page rate, $80; 12-ting 
ond and fourth Wednesdays of each month. Final|times, $94. One-third page, 1 time, $75; 12 | business, including executives, managers, engineers, | half-page rate, $65. Discounts to recognized Ageny 
forms close Saturday preceding publication date. | times, $63. Combination rate: 12 pages con- | plant men, chief operators, wire chiefs and linemen. | furnishing contracts and copy service; Circulatig 
8. A. E. JOURNAL Paid circulation exceeds 5,000; total, 6,000. To op- | secutive in one year in combination with American | Subscription, $3 per year. Type page, 7x10. Circu- | statement furnished on request; subscription Drice 
thly. Forms close 15th of month pre- | erators of grain elevators, feed grinding and mixing | Painter & Decorator, $300. Agency commission, | lation, 5,815, divided: Bell companies, 868; Inde- | $4. 
Published monthly. Twelve time page rate, | Plants, field seed handling and processing plants. | 15%, when bills are paid in full by the 10th of | pendent companies, 4.947. All regular advertisers 


age, 7x10. 

~ "eae $90 ee tae Rng 
incipal engineers, executives and production 

tn the automotive industry. The Journal is the of- 
ficial organ of the Society of Automotive Engineers, 
q@hose members are interested in the design and con- 
struction of passenger cars, motor trucks, motor 
coaches, stationary engines, tractors, aeroplanes, mo- 
tor boats and equipment used in connection therewith. 
Published by the Society of Automotive Engineers, 
Inc., 29 W. 39th St., New York City. — 


eeding. 
6150; half-page 


tatives, A. J. Underwood, General ( 
Bids. Detroit; E. L Carroll, 29 W. 39th St., 
New York 
Baking 
BAKERS’ HELPER 

St., Chicago. New York, W. F. Leg- 
ne Boe. soth St., Caledonia 5-5503 Established 
1887. The oldest American bakers’ magazine. Edi- 


] licy: Ald for bakers in all phases of pro- 
yn Be business management. Eminent outher- 
staff. Circulation—87% directly into bak- 
Advertising—resultful, reaching major buying 

er of the industries. Includes most prominent 
advertisers. Reaches bakery buyers at low cost od 
thousand. Bakery experts analyze and make bak ng 
tests. Isued every other Saturday. Forms close 3 
days preceding. ‘Type page, 7x10. Page rate: +4 
times, $100; 13 times, $110. Half-page rate: 
times, $55; 13 times, $62. Subscription, $2 a year. 
Member A. B. P. and A. B. C 


BAKERS’ REVIEW 


: fice 
W. 42nd 8t., New York City; Chicago © . 
=. B. MacDowell, manager, 11 8, La Salle = 
Established 1898. Filled from cover to cover W h 
brief, authoritative articles, everything = 5 = 
cise and quickly. assimilated form. Complete - 
erage—over 30,000—reaching every bakery owner P 
the country at lowest rate in this field, ag ty ~ ~ 
of a cent per reader, Maintains laboratory for ~ 
ing tests supervised by chemist and practical baker. 
Published monthly on the first. Forms close 4 
days preceding. Type page. 4%x7. Page rate, 
times, $120; half-page, $70; quarter-page, " 
Member Controlled Circulation Audit. 


BAKERS’ WEEKLY 


. 45th St., New York; Chicago office, 360 N. 
+ Ave. Published every Saturday. wr 
tion, $2 a year. Forms close 10 days in ac _—— 
of publication. Rates: less than three pease, us 
within one year, $150 per page; 52 pages within - 
year, $100 a page. Type page size, 7x10. .~ d 
Audit Bureau of Circulations and Associated j = 
ness Papers, Inc. It serves both readers poe a . 
vertisers with a fully equipped laboratory = m 
perimental bakery that is maintained in its e' 


York office. 


Breweries 


THE WESTERN BREWER si 
1876), ublished by H. 8. Rich 
ee a ond AMG Chicago, Ill. A non 
journal devoted to the brewing, bottling, molting 
and allied industries. ee Bigg ~hH 4 
"ag size, x nohes. ; 

gg time, $100; 12 times, $70; one-half page. 
one time, $60; 12 times, $40; one-quarter page, one 
12 times, $25; one-eighth page, one 
: 12 times, $15. Advertising copy should 
be in publishers’ hands ten days prior to — 
date if proof is desired. Plates can be used if re 
ceived five days prior to publication date. 


Coal 


THE BLACK DIAMOND 


weekly journal reaching all branches of the coal 
a selished continuously for the past 45 
years at Chicago; main office, Manhattan Building; 
branch offices, Whitehall Bldg., New York; 201 State 
Theatre Building, Pittsburgh; Room 417, 622 
Broadway, Cincinnati; Investment Building, Wash- 
ington. Its vigorous editorial policy has made it 
a dominating factor in the trade. Size of page, 
9x12 inches. Page rate, one time, $90; 52 time 
rate, $78; half-page, i. ome = tims, 

arter-page, one time, $26; 5 mes, 
} me hon Last forms close Tuesday preceding date 
of issue. Subscription price, $5 per year. 


Dental 


RNAL OF THE AMERICAN DENTAL 
= ie ASSOCIATION 


These fields are reeognized as the largest users of 


complete elevating, 


ting equipment, 
handling and 


and all 
processing of grain field seeds and 


conveying and 
other equipment for 


for the grinding and mixing of feeds. 


power tranamit- 


the 


month following invoice. No cash discount. Rep- 
resentatives, 343 8S. Dearborn St., Room 1319, Chi- 
eago, Wabash 1154; 51 Madison Ave., Room $102, 
New York City, phone Ashland 4-0686: 155 Mont- 
gomery St., San Francisco. 


are entitled to complimentary copy of Telephony's 
Directory, containing complete list of telephone ex- 
changes and buyers of material. Advertising rates, 
sumple copy and breakdown circulation statement 
on request. 


Hotels 


THE 


950 Merchandise 
of month. 
7x10. One-time 
12-time page, 
count, 15%. 

nical journal. 


of its field for 40 years. 


$100; 
Subscription, $1. 


HOTEL MONTHLY 
Mart, Chicago. Published 


$125; half-page, 
$60. Agency 


page rate, 
half-page, 


ence by most of America’s leading hotel men. 
subscribers represent a group directly responsible for 
the spending of almost a billion dollars yearly. Mem- 


ber A. B. 


publisher. 


C. and A 
reau of Circulations’ 


Write for Audit 
John Willy, 


B. P. 
statement. 


15th 


Forms close lst of month. Type page, 


$70; 
dis- 


Leading hotel tech- 
Has held the confidence and respect 
Read and kept for refer- 


The 


Bu- 
Inc 


Industrial 


MANUFACTURERS’ 


For 50 years South’s leading in- 
Published 


Baltimore, Md. 


dustrial, consiruction and business paper. 
each month. 
Type page, 


monthly 5th of 
preceding. 
special one-time a 
time page rate, 
rate, $112. No 
$2. Distribution, 
85% are South. 
officials of South 
financial, 
tion enterprises, 
tects, engineers, 


$126; 


"8 
public utility, 


RECORD 


Forms close & 
7x10 inches. Financial 
dvertisements, $150 a page. 

48-page rate, $96; 12- 
commissions. 
10,000 copies monthly, 
Reaches executives and oper 
important industrial, 
engineering and cons 


contractors and others 


days 
and 


One- 


page 


Subscription price, 
of which 


ative 


railroad, 


truc- 


as well as public officials, archi- 
in direct 


charge of the South’s important activities. About 


45,000 items are 


published 


annually in the Daily 


Construction Bulletin, which is sent to regular ad- 
vertisers to help them develop Southern business and 


to subscribers, 
$10. Member A. 
Chicago. 


the annual subscription price being 


B. C. Branch offices: New York, 


Insurance 


THE NATIONAL 
NO 


UNDERWRITER-ROUG 
TES GROUP 


Including the National Underwriter, weekly, fire and 


casualty; National 


Underwriter, weekly, life; 


Insur- 


ance Salesman, monthly, life; Rough Notes, monthly, 


fire and casualty; 
surance law; 


Casualty 


Insurance Decisions, 


Insurer, monthly, cas 


monthly, in- 


ualty 


and surety; The Accident & Health Review, monthly, 


accident and 
monthly, 
circulation, over 
agencies in all 
United States. 
ization in the w 
B. C.. & B. 
ciation. Commiss 
except on 
Cincinnati, New 
troit, Des Moines 


health; 


Largest 
P. 


insurance advertising. 


The Industrial 
70,000, covering home offices 
branches of 


Several 
and National 
fon 13-2 


orld. 
Publishers’ 


Offices: Chi 
Indianapolis, 


a 


York, Hartford, 
. Atlanta and San Fr 


Salesman, 
industrial life, health and accident. Total 


and 


insurance in entire 
insurance publishing organ- 
memberships in 
Asso- 
to advertising agencies, 


A. 


cago, 
De- 


AMERICAN PAINT JOURNAL 


38713 Washington Ave., St. Louis, Mo. Published 
weekly every Saturday. Forms close Tuesday pre- 
ceding date of issue. If proofs are desired, copy 
must be received 10 days preceding. Type page, 
4f:x7%. Advertising rates: One page, 1 
$50; 13 times, $45; 26 times, $40; 52 times, $35. 
One-half page, 1 time, $22.50; 24 
times, $20; 52 times, $17.50. One-quarter page, 
1 time, $12.50; 13 times, $11.25; 26 times, $10; 
52 times, $8.75. Agency commission, 15%, when 
bills are paid in full by 10th of month following 
invoice. No cash discount. Representatives, 343 8. 
Dearborn St., Room 1319, Chicago, Wabash 1154; 
51 Madison Ave., Room 3102, New York City, phone 
Ashland 4-0686; 155 Montgomery St., San Francisco. 


AMERICAN PAINTER AND DECORATOR 


3713 Washington Ave., St. Louls, Mo. Published 
monthly; issued lst of publication month, Last forms 
close 15th of preceding month. Type page, 7x10. 
Advertising rates: One page, 1 time, $220; 12 times, 
$188; 2 pages, 1 time, ty times, $300; two- 


thirds page, 1 time, $156; times, $138; half- 
page, 1 time, $132; 12 times, $110; one-third 
page, 1 time, $85; 12 times, $72. Combination 
rate: 


12 pages consecutive in one year in combina- 
tion with American Paint & Oil Dealer, $300. 
Agency commission 15%, when bills are paid in 
full by the 10th of month following invoice. No 
cash discount. Representatives, 343 . Dearborn 
St., Room 1319, Chicago, Wabash 1154; 51 Madi- 
son Ave., Room 3102, New York City, phone Ash- 
Red 4-0686; 155 Montgomery St., San Francisco, 
Jal. 


Paper 


ENVELOPE & SPECIALTY PAPER 
185 N. Wabash Ave., Chicago. 


INDUSTRY 


Printing 


THE INLAND PRINTER 
205 W. Wacker Dr., Chicago. Established 1883. 
The practical national business and technical jour- 
nal for executives and employes of the printing 
and allied industries. Pre-eminently the most in- 
filuential magazine of its kind, containing depart- 
ments conducted by specialists. Published the Ist 
of each month; forms close 15th of month preceding 
date of issue; type page size, 6%xl10. One-time 


Page rate, $170; 12-time page rate, $140; actual 
sworn net paid circulation, 8.748; subscription 
price, $4. Through the Inland Printer the adver- 
tiser reaches the actual buyer. Member A. B. C. 
and A. B. P. 

Purchasing 


Liquors and 


Wines 


Published by the Gillette Publishing Co., 
Chicago. 


News Bldg., 


DA'S CRITERION 


Served the liquor and 


Daily 


wine 


trades for thirty-five years prior to Prohibition and 


was the undisputed leader in its field. 


Mr. Lee W. 


Mida, the son of the original founder, and for many 


years 
editor-in-chief. 
old contributors, 


Circulation—Complete coverage 


wine field, 


co-publisher with his father, 


is the present 
Assisting him are a number of the 


both in this country and abroad. 
of the liquor and 
including distilleries, wineries, import- 


ers, wholesale liquor and wine dealers, and a select 


list of outstandin 
to advertisers. 


g@ retailers. Weekly news se 


rvice 


Due to the ever-increasing activity 


on the part of the trade rehabilitating plants, buy- 


ing old stocks, 


equipment, 


supplies, etc., the 


pub- 


lishers are furnishing advertisers with a weekly tip 
service advising of these activities. 


Lumber 


AMERICAN LUMBERMAN 


431 8. Dearborn 


St., Chicago, Ill. 


Established 


1873. News of national scope embracing all branches 


of the lumber 


destinies of large 


correspondents located 


industry ; 
newspaper particularly edited for 


primarily a princi 


enterprises. More than 100 
in the principal lumber 


pal’s 


men who guide 


paid 
pro- 


- . = $ ducing and marketing centers supply late happen- 
212 E. pag te Bt., iam, SS. be ings each week, Special features provide merchan- 
Advertising 9 — cotton an -. dental publica- dising ideas, legislation at Washington, transporta- 
the largest pa me 86.752. The Journal is| ‘ion matters, markets and news regarding lumber- 
tion. Total ——_ 4 = sag Forms close first|™en and lumber concerns. Agency commission, 
issued the first o Spite on “Type page, 4%x7% 15%, when complete plates are furnished, otherwise 
gh ae One page, $112.20; half-page, 10% with 2% for cash. We invite inquiries for 
$¢..15; quarter-page, $42.50; eighth-page, $28.90. rates and surveys. 
Furm Implements Milk 

FARM IMPLEMENT NEWS -_ . MILK PLANT MONTHLY 
. S. La Salle St., Chicago. Covers fluid milk 

431 S. Dearborn St., Chicago. For manufacturers, 
jobbers and dealers interested in implements, trac- | !ndustry. Read by milk plant owners, executives, 
tors and other farm equipment lines. Issued bi- | Scientific and technical staff, managers, etc. Pub- 
weekly, Thursday. Closes 7 days preceding. Type lished on the 5th. Forms close 15th preceding. 
page, 734x101. One-time page rate, $120. Mem- Type page size, 74x10. Subscription, . For- 
ber A. B. C.. Issues Buyers’ Guide to Farm Imple- | eign and Canada, $2. Member A. B. C. Agency 
ments. annual directory. Also the Tractor Field commission, 15%, when bLills are paid in full by 
Book, issued annually in July. Recognized national | 20th of billing month. One-time page rate, $100; 
paper of this field, Established 1882; oldest in the | balf-page, $57; quarter-page, $35. Twelve times: 
field. First publication on nine out of ten Lists. | D&&e, $85; half-page, $45; quarter-page, $26. In- 
Read by most of large foreign implement import- | 8¢rts 90% of earned page rate. Representatives 


ers all over the world. 


Funeral Directors 


THE CASKET AND SUNNYSIDE 


487 Broadway, New York. Established 1871. Old- 
est funeral directors’ and embalmers’ journal in the 
world, and the only semi-monthly. Carries all news 
pertinent to the profession, exclusive educational 
articles by recognized authorities and special fea- 
tures. Its high subscription rate assures a con- 
stituency composed of the more successful practi- 
tioners—the best prospects for advertised goods. Its 
type page (9%xl2% inches) provides 49 square 
inches more display space than that of contemporary 
journals, assuring economy in space buying without 
sacrifice of display. Published lst and 15th. Forms 
close two weeks in advance. Page, $125; half-page, 


$75; quarter-page, $43.75; elghth-page, $25. Yearly 
discounts: 24 times, 20%; 12 times, 10%; 6 times, 
5%. Agency discount, 10%. Subscription, $5. 


Member of Audit Bureau of Circulations. 


Grain and Feed 


GRAIN & FEED JOURNALS CONSOLIDATED 


832 S. La Salle St., Chicago. A merger of Grain 
Dealers Journal (established 1898); American Ele- 
vator & Grain Trade (established 1882); Grain 


New York and San Francisco. 


Non-Metallic Minerals and Products 


R 
330 8. Wells St 


duction of cement, 


OCK PRODUCTS 
.. Chicago. Devoted to the pro- 
lime, crushed stone, gypsum, 


phosphate, sand and gravel and other rock products. 


Circulation covers 
ing power of 
A. B. P. 
Forms close 10 
Type page size 7 
page. $130; 
eighth-page, 
$80; 


industry. ‘ 
Pulished monthly; issued 25th of month. 
publication date. 
13 times, 


quarter-page, 


95% 
Members A. Cc. 
days 
x10. 


preceding 
Advertising rates: 

$70; quarter-page, 
7 times, page, $145; 


$55; eighth-page, $35; one- 


of the tonnage and purchas- 


and 


$47; 


half-page, 


time 


rates: page, $175; half-page, $95; quarter-page, $65; 


eighth-page, $40. 


Rates for covers, 


preferred posi- 


MACRAE’S BLUE BOOK 


(America’s Greatest Buying Guide.) Used by the 
most important of those who buy or specify in all 
lines of industry, including manufacturers, jobbers, 
steam and electric railroads, public utilities, con- 
tractors, architects, engineers, exporters, chambers 
of commerce, public libraries, ete. Circulation, 
13,500—more than 50 per cent greater than any 
somewhat similar publication. Over three thousand 
pages of valuable information, typographically com- 
Pact. Pages, $375; half, $225; quarter, $125. An- 
nually, May 1. 18 E. Huron St., Chicago; 51 Mad- 
ison Ave., New York. 


Refrigeration 


ICE AND REFRIGERATION 


435 Waller Ave., Chicago. New York office, 520 
Singer Bldg. Founded 1891. Published monthly 
by Nickerson & Collins Co. The oldest and largest 
journal devoted to the refrigeration industry. It 
particularly covers the following fields: Ice, cold 
storage, packing house and allied industries. It is 
the official organ of 41 national, sectional and 
state trade organizations. It circulates among plant 
owners, plant managers, architects, consulting and 
operating engineers. Forms close 15th of month 
preceding date of issue. One-page rate, $110; three- 
page, $99; six-page, $93.50; 12-page, $82.50. Rates 
based on amount of space used within 12 months. 
Type page, 7%xl0% inches. Circulation sworn, 
net paid, 5,943. Subscription price, $3 per annum. 


Roads and Streets 


ROADS AND STREETS 


has been the leader for years in advertising volume. 
It carries more than three times its nearest competi- 
tor. It is the only publication completely covering 
the highway construction and maintenance market. 
This $1,000,000,000 market is now showing the quick- 
est recovery. The twice-a-week construction reports 
published and sent to the advertisers of Roads and 
Streets tell the story and show construction equipment 
and material manufacturers where this money is be- 
ing spent. Write for a sample copy of these con- 
struction reports. Gillette Publishing Company, 400 
W. Madison S8t., Chicago, Il. 


Seed 


SEED WORLD 


Consider the seed trade and associate lines, 
ing more than forty-one million customers, 
and suburbanites. 
sale and mail 
serymen, 


serv- 
farmers 
Seed World reaches retail, whole- 
order seed merchants, florists, nur- 
hardware, drug and other dealer trade 
catering to agricultural ard horticultural require- 
ments. Seed World reader survey shows this to 
be an annual hundred millior dollar market. For 
illustration—fungicides and insecticides sales per 
year alone amount to $7,200,000. Publishing staff 
includes agricultural college graduates with U. 8. 
Department of Agriculture training, and men of 
practical business experience in their respective 
lines. Published every other Friday. Forms close 
Monday preceding. Type page, 7x10. One-time 
page rate, $110; 26 times, $75. Agency commis- 
sion, 15%. Subseription price, $2. Write for 
sample copy, rate card, circulation statement and 
copy of survey. Publish also annually Seed Trade 
Buyers’ Guide and Directory. 


tions, inserts and color on epplication. New York 

ffice, 25 ¥ as » O., 522 C § 

Side. 50 Fifth Ave.; Cleveland, O., 5 Citizens Telephone 

Paint TELEPHONE ENGINEER 


AMERICAN PAINT AND OIL DEALER 


3713 Washington 
monthly; issued 
forms close 15th 
7x10. 
12 


times, $156. 


Advertising rates: 


Ave., St. Louis. Mo. Published 
Ist of publication month. Last 
of preceding month. Type page, 


1 page, 


Two pages, 1 time, $376: 


1 time. $188; 


12 


549 W. Washington St. 


THE FENSHOLT COMPANY 
ADVERTISING 


Specialists in Sales Promotion of Electrical © Mechanical Products 


Chicago, III. 


(International Technical Journal.) 185 N. Wabash 
Ave., Chicago. Only monthly serving entire telephone 
industry, world’s largest utility. Annual equipment 


expenditure approximately billion dollars. Much of for- 
eign equipment purchased in United States. Monthly 


publication gives advertisers 30-day life. Moderate 
monthly appropriations assure consecutive contact 
with buyers. Reaches executives. managers, com- 
mercial men, superintendents, engineers, plant men, 
chief operators, wire chiefs, linemen. Articles on 
engineering, maintenance, management, commercial 
practices. New modern cover, new typography, en- 
amel paper throughout command maximum reader 
interest Because advertising pages share extraordi- 


nary reader influence, advertising effectively reaches 
those originating or specifying purchases. Adver- 
tising rates and circulation statement on request. 


TELEPHONY 

Published every week on Saturday by Telephony 
Publishing Corporation, 608 S. Dearborn St., Chi- 
cago, telephone Wabash 8604. Contains the tele- 


phone industry’s news and articles on plant, traffic, 


Textiles 


AMERICAN WOOL AND COTTON REPORTER 
530 Atlantic Ave., Boston, Mass. ‘‘The recognized 


——, 


Tractors 


FARM IMPLEMENT NEWS 
{31 8. Dearborn St., Chicago. Established igs 
For the trade in farm operating equipment, inciyg. 
ing implements, hardware, tractors, tractor equip. 
ment, engines, lubricants and motor trucks.  [ssys 
bi-weekly, Thursday. Closes 10 days preceding 
Type page size, 7%xl0%. One-time rate, $1 
Member A. B. C. The only national paper in thy 
general tractor field. Far in the lead on tract, 
equipment advertising. Read by all tractor many. 


Organ of the cotton and woolen industries of Amer- | facturers. Has national jobber and distributor ei: 
Sal Rw HE ym, .. Hg Ag culation. peer clsoulation eorane best tractor = 
. noon preced- | ritory. so i tor Field 4 
ing publication date. Type page, 7x10 inches, So _ - 7 — = 


POINTS WAY 


Howard F. Barrows. 


Challenge of 
New Year Told 
By NIAA Chief 


Chicago, Jan. 4.-The new year rep- 
resents a two-fold challenge to the 
industrial advertising manager, in 
the opinion of Howard F. Barrows, 
president, National Industrial Adver- 
tisers Association. 

The first, according to Mr. Barrows, 
who is advertising manager of the 
Austin- Western Road Machinery 
Company, Chicago, is to put to use 
the lessons in improved advertising 
technique and procedure that he has 
learned so painfully during the past 
few years. 

“Secondly,” he continued, “he 
should see to it that the management 
of his company is made to realize 
that what is needed by his company 
during 1934, if its position in the in- 
dustry is to be maintained and im- 
proved, is a complete and _ well- 
rounded program, not of production 
on the one hand, sales on another 
and advertising on a third, but a 
planned and co-ordinated program of 
all phases of marketing.” 

Mr. Barrows said that the con- 
struction industry in general and 
road building in particular have im- 
proved during the last six months, 


due to the Federal Public Works 
program. 
The Big Question 
“The important thing from the 


long-pull standpoint,” he commented, 
“is whether or not general conditions 
in the road-building industry will 


have improved to such a point by 


the time federal money is no longer 
available that there will not be 4 
second slump. 

“The greatest part of a normal 
road-building program comes fron 
taxes. Delinquent taxes and diver. 
sion of tax income are likely to be a 
problem for some time, and it re 
mains to be seen how soon the con. 


bination of federal relief programs§ 


and the improvement in general con. 
ditions will once more make ayail. 
able for road-building the usual 
sources of revenue.” 

Mr. Barrows said a parallel cay 
be drawn between road building and 
advertising. 


Better Advertising 


“The depression has taught adver. 
tisers how to use their money more 


effectively,” he pointed out, “and it 


seems to have done the same thing 
I believe there is 
going to be a swing away from ex- 
pensive types of roads, the result be 
ing more intelligent use of available 


for road builders. 


funds.” 


The advertising extravagances of 


the past; he said, can be eliminated 
entirely without material reduction 
of efficiency as expressed in results. 


“Unless all signs fail,’ he contin- 
ued, “industrial advertising budgets 
which almost ceased to exist in 1932 
and 1933 will make their appearance 
They may not be as 


again in 1934, 
sizeable as they were in 1928 and 
1929, but they will at least be in the 
picture. 


Budgets Come Back 


“T see no escaping the fact tha’ 
advertising will play a more impor 
tant part in every industrial market: 
ing program during the next few 
years than ever before. Prices and 
specifications are being standardized 
in most industries. Real salesman 
ship is coming into its own agail 
and, teamed with good advertising, 
will get results. 

“Conversely, the manufacturer who 
has not been a leader, but who now 
feels that under NRA he can safely 
figure on getting his usual share of 
business, is likely to find that while 
he does make more profit per dolla! 
of sales, he will not get as many 0! 
those dollars as heretofore.” 


Holmes to Leave 


SKF Industries 


George R. Holmes, for ten year’ 
assistant advertising manager 0 
SKF Industries, Inc., New York, has 
resigned due to the company’s re 
moval to Philadelphia. 

Mr. Holmes was formerly an at: 
vertising executive with Thomas 4 
Edison, Inc., and has _ served # 
editor of several newspapers and 
magazines. He is president of the 
Technical Publicity Association ané 
a director of the N. I. A. A 


Whatever your product, if it’s used 


self-serviced fleets of ten or more automotive vehicles are reached 
monthly by 


FLEET OWNER 
90 West St., New York, N. Y. 


survey that will interest you. Recent ones include pistons; jacks, lifts, 
etc.; welding and cutting; radiators. 


by the fleets, we probably have 4 


They may be had upon request. 
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Expand Advertising 


Appropr 


iations as 


Industry Revives 


(Continued from Page 1) 


or advertising in 1934 than in 1933. 


¢. M. Walker, advertising manager, 


pelieves the public works program 
will result in more winter advertis- 
MoThe copy appeal most effective 
ynder present conditions,” he said, 
“ig that of economy, and we are 
stressing this point in all of our 
sales and advertising approaches.” 

The Bussman Manufacturing Com- 
pany, St. Louis, will expand its ap- 
propriation, dividing it between old 
jines and some new products being 
developed. H. von P. Thomas, ad- 
yertising manager, is highly optimis- 
tic, believing that continuation of 
the recent improvement is forecast. 
American Blower Company, De- 
troit, will cover more territory with 
its advertising. The modernization 
theme will be continued, R. B. 
Stowell, advertising manager, said. 
W. I. Brockson, Steel Sales Cor- 
poration, Chicago, will have a larger 
appropriation in 1934. Copy will 
stress new features and 
service or performance. 


The same note of optimism was 


struck by W. T. Watt, manager of 
advertising for Fairbanks, Morse & 
Co., Chicago. 

“We are trying to prepare sched- 
ules for the entire year in our most 
important markets and those least 
subject to changing conditions,” ex- 
plained Mr. Watt. ‘We will do some 
additional advertising because of the 
public works program. The sched- 
we for the first quarter will run in 
the waterworks and sewerage fields 
and possibly in the rock products 
and construction materials market. 


Use Quality Appeal 


“Copy appeals will not be changed 
materially except that a little more 
stress will probably be placed on the 
experience of the company, its serv- 
ice facilities and reputation for qual- 
ity. 

Construction Machinery Company, 
Waterloo, Ia., will “feel its way 
along,” according to G. A. Loveall, 
sales manager, ready to jump in 
when it feels the psychological mo- 
ment has arrived. 

Plans of the De Laval Steam Tur- 
bine Company, Trenton, N. J., pro- 
Vide for about the same activity as 
in 1938. Modernization will be em- 
phasized, George H. Gibson asserting 


hent have been such that a great 
hany, perhaps the majority of power 
Plants and pumping stations in- 
Stalled more than five years could 
low, with profit, be discarded and 
replaced by more modern and effi- 
“ent equipment. This holds particu- 
“rly true for industrial power 
Nlants, he asserted. 

J. R. Jones, advertising manager, 


——— 


STRAIGHT 


lb the Man You 
Want to Sell... 


‘where your advertising message goes 
"en placed in MACHINERY. In plants 
mich account for 93% of the buying 
CH by the Mechanical Industries, MA- 
NINERY guarantees and proves cover- 
‘38 of the key executives, the active 
"Gg influence, and gives the adver- 
and authentic, current facts on the plants 
~ executives reached. 


— 

oe for the booklet-—"Who Sees My 

Ching’ ng," also — "Analysis of MA- 

“MINERY'S Distribution." 

M 

ACHINERY, 140-148 Lafayette St. 
NEW YORK, N. Y. 


MACHINERY 


DES 
'GN-CONSTRUCTION-OPERATION 


a cee ditcttnctltectentachanaain 


improved | 


that recent improvements in equip- | 


|'Ward Leonard Electric Company, 
|Mt. Vernon, N. Y., reported more 
‘advertising by his company, with a 
'continuation of the quality, reason- 
| why copy recently employed. 
| Allan Brown, advertising manager 
of the Bakelite Corporation, New 
York, believes there will be a 
marked improvement in industry in 
1934, justifying an immediate in- 
| crease in sales and advertising effort. 
“There are, of course, too many 
intangibles and too many Govern- 
ment policies to be decided within 
the next few months to enable any- 
one to predict accurately what state 
industry will be in six months or a 
year from now,” said Mr. Brown. 
“All we can say is that we have 
many new plans and are going to 
try harder than ever to market our 
products and thus do our part in 
aiding business recovery.” 
The Atlantic Terra Cotta Com- 
|pany, New York, believes the build- 
ing industry will show improvement 
‘in the spring, due to the public 
| works program and other construc- 
tion to be projected as a direct or in- 
direct result. J. S. Hanofee, adver- 
tising manager, said the effort will 
be to do unusual advertising, as ex- 
emplified by “Chimney Pots of At- 
lantic Terra Cotta,” a handbook 
which was so interesting and at- 
tractive that it beat a new trail for 
technical catalogs. 


50 Per Cent Gain 


A 50 per cent increase in advertis- 
ing will be made by Creamery Pack- 
age Manufacturing Company, Chi- 
cago, B. R. Graff reported. An in- 
crease is also expected by F. O. 
Wyse, manager of publicity, Bucy- 
rus-Erie Company, Milwaukee. Nash 
Engineering Company, South Nor- 
walk, Conn., is in the same category, 
according to George B. Wright, ad- 
vertising manager. 

Acme Steel Company, Chicago, will 
do more promotion than in 1933. L. 
W. Kimball, advertising manager, 
said copy will talk quality and serv- 


ice and introduce new products 
which save time and labor. 
Ezra W. Clark, vice-president, 


| Saar Tructractor Company, Bat- 
tle Creek, Mich., believes the psy- 
| chological effect of the public works 
program has been helpful. “After 
| all,” he commented, “the momentum 
of business is largely psychological.” 

Julius S. Holl, advertising man- 
,ager of Link-Belt Company, Chicago. 
| believes the effective copy of 1934 
will prove that profits come from re- 
ducing manufacturing costs through 
the use of modern machinery. The 
company’s 1934 appropriation will be 
about the same as that of the past 
year. 

A large industrial manufacturer 
said he will not run more, but better 
advertising. 

“Net profit is the correct yard- 
stick for a successful business,” he 
commented, “and the amount of 
money spent for advertising is not 
always an index. We hope to get 
better returns from our advertising 
to insure the net profit we are seek- 
ing.” 

While the 1934 appropriation of 
the Scovill Manufacturing Company, 
Waterbury, Conn., is about the same 
as that of 1933, E. S. Sanderson, 
sales manager, indicated that an in- 
crease will be made if volume con- 
tinues to improve. 

Foote Bros. Gear and Machine 
Company, Chicago, is spending more 
for advertising than for two years, 
giving special attention to the brew- 
ery and distillery industries. Fran- 
cis A. Emmons, general sales man- 
ager, said the company is also watch- 
ing development of the public works 
program closely. 

The truck division of Interna- 
tional Harvester Company, Chicago, 
which used a heavy schedule in busi- 
ness papers in 1933, will again place 
reliance on this medium. No new 


"MANY NEW PLANS" 


Allan Brown, of Bakelite Corp., 
New York 


models will be presented until about 
the middle of the year. 

American Cast Iron Pipe Com- 
pany, Birmingham, Ala., will prob- 
ably increase its 1934 appropriation, 
C. A. Carlisle, advertising manager, 
reporting that a larger volume of 
inquiries and orders justify more 
promotion. 

General Plastics, Inc., North Tona- 
wanda, is giving its 1934 advertising 
a more direct selling job than here- 
tofore, with an increase of 25 per 
cent in the appropriation available, 
according to H. S. Spencer, advertis- 
ing manager. Distillery business has 
given the company a new field to 
cultivate. 

Dwight Spofford, advertising man- 
age of The Duriron Company, Day- 
ton, O., gave some interesting com- 
ment. 

“While our appropriation for 1934 
is unchanged from that of 1933,” he 
said, “there will be some shifts in 
distribution. The percentage going 
into space in industrial papers will 
be somewhat higher. We are not 
starting with an inflexible schedule, 
but are carrying a couple of clips of 
cartridges in our pants pocket, just 
in case some bigger game should pop 
up on the horizon a little later.” 

Mr. Spofford said quality and abil- 
ity to do the job will be emphasized. 

Demand for Quality 


“Our recent sales have reflected the 
interest of industrial buyers in equip- 
ment that will serve economically 
over a period of time,” he continued, 
“rather than merely fill the gap for 
the time being. This leads us to be- 
lieve that the ‘finger’ has been taken 
off the plant man to some extent and 
that he is being permitted to buy 
what he considers most economical, 
first cost not being the governing 
element as it has been for two or 
three years.” 

Black & Decker Mfg. ©o., Towson, 
Md., has temporarily abandoned the 
plan of preparing a twelve months’ 
appropriation. The budget will be 
made up from month to month. Arl- 
ington W. Clark, of the company’s 
advertising department, offered some 
straightforward comment on copy 
trends. 

“There is only one type of copy 
that will ever withstand the test of 
time,” he said. “Copy must be sin- 
cere and convey enough information 
about the product to give the reader 
confidence that he is not being sold 
a blind package. 

“Unfortunately, there has crept 
into the field a tendency to use high 
pressure selling in advertising. As 
far as Black & Decker copy is con- 
cerned, we will continue to be con- 
servative and informative.” 

Ludlum Steel Company, Watervliet, 
N. Y., will spend at least as much as 
in 1933, possibly more, C. B. Temple- 
ton reported. 

Fisher Governor Company, Mar- 
shalltown, Ia., is reversing the usual 
trend, and is going to be more rigid 
on the question of staying within the 
budget, Kenneth R. D. Wolfe, adver- 
tising manager, said. 


Standing by Plans 


“Unless some radical change takes 
place in our business field during 
1934, we are going to stand squarely 
by our budget and our prepared 
plans,” said Mr. Wolfe. “Advertising 
for 1934 will consist mainly of indus- 
trial journal advertising, supported 
by a somewhat more aggressive di- 
rect mail campaign than we have at- 
tempted heretofore. 


!l some advertising along these lines 


“In the power plant field, which 

we serve, I believe the advertiser 
who stays closest to good strong in- 
stitutional and fact advertising will 
find himself in a better position than 
the one who depends upon spectacu- 
lar and dramatic copy. It is our 
belief that more and more buying in 
our field is swinging back to the 
normal viewpoint and foregetting the 
low-priced product.” 
J. O. Ferch, of Harnischfeger Cor- 
poration, displayed enthusiasm over 
the prospects for 1934. The appro- 
priation has been increased by one- 
third, with further expansion prob- 
able if conditions continue to im- 
prove. 

“The major change in our 1934 ap- 
peal,” he continued, “will be limited 
to publicizing of our Fiftieth Anni- 
versary. Harnischfeger Corporation 
feels that 1934 business is going to 
be largely what we make it. We are 
expecting big things from the new 
year.” 

Century Electric Company, St. 
Louis, joined the symphony with an 
expression of confidence, to be re- 
flected by larger advertising expendi- 
tures. 


Westinghouse Plans 


Ralph Leavenworth, general ad- 
vertising manager of Westinghouse 
Electric & Manufacturing Co., East 
Pittsburgh, Pa., said the company’s 
industrial appropriation is slightly 
|larger than last year. 
| “We are laying out our activities 
under this appropriation for the year 
ahead,” Mr. Leavenworth continued, 
“but that, of course, does not mean 
definite committal on every point. 
In other words, we make our tenta- 
tive plans for the year and actually 
proceed with the preparation for the 
first quarter, but there is plenty of 
opportunity for flexibility in the pro- 
gram if new conditions should dic- 
tate changes. 

“In connection with the public 
works program and the construction 
industry, we believe there will be 
considerable activity. We started 


during the last quarter of 1933 and 
propose to continue it. 

“For the most part our industrial 
copy will stress the benefits to be 
derived from modernization of plants 


J. O. Ferch, advertising manager 
of Harnischfeger Corp., Milwaukee 


and equipment, showing definitely 
how savings can be made by such 
investments.” 

Lincoln Electric Company, Cleve- 
land, did not slash its advertising ap- 
propriation as deeply as some others, 
hence has less to restore. However, 
according to A. F. Davis, vice-presi- 
dent, there will be some increase in 
advertising volume. The copy angle 
will not be changed materially. 

“This is because we believe sin- 
cerely in the fundamental principle 
that good selling copy has the same 
appeal in good times or in bad, for 
fountain pens or machinery,” said 
Mr. Davis. “The fundamentals are 
the same. 

“Lincoln copy will continue to be 
based on one of the basic appeals, 
that of lowering production costs, 
while increasing quality. That state- 
ment, made as a generality, sounds 
weak, but we believe that properly 
handled, it is one of the most power- 
ful appeals that can be used. In our 
advertising we back up such ‘claims 
with facts, figures and written guar- 
antees.” 


Hospitals use 


products. 


fellow's? 


CHEESE— 


for instance 


of cheese, among other food 


Are they using 
YOUR cheese, or the other 


Hospital Management 
537 S. Dearborn St. 


large quantities 
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INQUIRIES AS 
SEEN BY EXPERT 


(Continued from Page 3) 

few inquiries a week are desired for 
a period of six months, rather than 
several dozen or several hundred 
within the same week or month. In- 
quiries can be spread out by simply 
staggering the insertions of publica- 
tion advertisements, and in the case 
of direct mail, by mailing only a few 
hundred or a few thousand pieces 
at a time. 

It is my personal belief that a 
great deal of lost motion in handling 
industrial inquiries comes from the 
fact that we do not keep firmly in 
mind the real object to be achieved, 
or rather we do not remember that 
there are several objects. First, of 
course, we want to influence sales as 
much as possible. That is the big, 
main object. But these may not be 
immediate sales. They may be future 
sales to your correspondent or future 
sales because he spoke favorably of 
you to someone else. 


Puzzling Letters 


Then, of course, there’s your cor- 
respondent’s main object, which is 
not to influence your sales at all. 
He wants you to answer his ques- 
tions. He wants information. Some- 
times he just wants to pat you on 
the back for a good job you have 
done for him in the past, and some- 
times he wants to register a kick. 
Unless the man who writes to you is 
a pretty good letter-writer, it is en- 
tirely pussible that he will have one 
of these latter ideas in mind, but 
will nevertheless, phrase his letter so 
that it sounds like an inquiry leading 
to new business. 

The last question, and sometimes 
the most important one in connection 
with the handling of inquiries is that 
of personnel. What manner of man 
are we going to pick in order to get 
good inquiries and handle them in 
AR FZ Mea? wlindoubtedly the pest, 
man would be an experienced wizard 
or a Grade A mind reader. But such 
are very scarce. A veteran salesman 
who knows both his company’s prod- 
ucts and its markets would be the 
man that would handle inquiries 
most smoothly. But there are other 
important things besides handling 
inquiries and veteran salesmen are 
apt to be doing some of those other 
things. 


waee 


The Last Hope 


About the only person left is what 
is commonly called “a Bright Young 
Feller.” He it is that generally gets 
the job. Perhaps he doesn’t spend 
full time on it—I suppose he is gen- 
erally a salesman and handles in- 
quiries as a part of his sales job. 
But whoever he is or however he 
handles it, it’s splendid training for 
him, and if he does it properly, he 
not only makes immediate sales but 
has a chance to build up a tremen- 
dous store of good-will for himself 
and his firm. as 


Seek Addition to 
Publishing Code 


The National Industrial Advertis- 
ers Association has filed a petition 
with the NRA, requesting that pub- 
lishers be forced to publish their cir- 
culations every six months. The pe- 
tition was signed by R. Davison, sec- 
ond vice-president, N. I. A. A. 

The desired end would be accom- 
plished by an additional paragraph 
in the code of the Periodical Pub- 
lishers Institute. The suggested 
paragraph would read as follows: 

“Circulation Practices—It is a re- 
quirement of this code that publish- 
ers must file with the Secretary of 
the Institute and publish in their 
periodicals at least once every six 
months, audited circulation  state- 
ments in such forms as shall be pre- 
scribed by the Institute.” 

The N. I. A. A. clarified its pro- 
posal with a statement that there are 
many publishers from whom no re- 
liable circulation statements can be 
obtained. It continued: 

“It is the belief of industrial ad- 
vertisers that under the NRA all pe- 
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lore waiting to be tapped. 


riodicals, particularly trade and busi- 
ness papers, should be placed on the 
same footing in this regard, which 
would be accomplished by the addi- 
tion of this proposed paragraph.” 


Bernays Headliner 


at Cincinnati Meet 


Edward L. Bernays, famous public 
relations counselor of New York, was 
the speaker at the December meeting 
of the Cincinnati Association of In- 
dustrial Marketers, at which stu- 
dents of marketing from both the 
University of Cincinnati and Xavier 
University were guests of the organ- 
ization. 

Mr. Bernays’ appearance also at- 
tracted a number of well known busi- 
ness men of Cincinnati and neigh- 
boring cities. 

“The future of American indus- 
try,” he asserted, “is dependent upon 
its ability to develop effective good 
will with the public. The voluntary 
partnership of Government, industry, 
labor and the public has created the 
necessity for each constituent group 
in the American scheme of things to 
present its point of view, so that the 
outcome of the present changes may 
be a harmonizing of all group opin- 
ions, rather than the basis of future 
conflicts.” 


Milwaukee Bestows 
Raspberry Wreaths 


Displaying dauntless courage, the 
Milwaukee Association of Industrial 
Advertisers held a “raspberry” meet- 
ing in December, members submit- 
ting what they regarded as their best 
examples of advertising of all kinds 
for the audible criticism of anyone 
who cared to speak. 

The test was made the more rigid 
by the specification that no compli- 
ments would be allowed. If the 
speaker could discern no flaw in the 
advertisement under discussion, he 
was to remain silent. 

Every member participated in the 
symposium, giving constructive crit- 
icism of the other fellow’s advertis- 
ing and receiving the same about his 
own, 


Lovekin President 
of Eastern I. A. 


Ray E. Lovekin, R. E. Lovekin 
Corporation, Philadelphia advertis- 
ing agency, was elected president of 
the Eastern Industrial Advertisers at 


the annual meeting. <A. O. Witt, 
Schramm, Ine., West Chester, Pa., 
was re-elected vice-president, while 


the secretary and treasurer were also 
returned to office. The former is S. 
E. Linderman, U. S. Pipe & Foundry 
Co., Burlington, N. J.; the latter, L. 
A. Cleaver, F. W. Dodge Corporation. 

L. R. Garretson, Leeds & Northrup 
Company, retiring president, becomes 
a director. New directors are J. M. 
Plummer, Leeds & Northrup Com- 
pany; F. Gloeckner, T. A. Winchell 
& Co.; M. O. Lokensgard, Franklin 


Printing Company; Howard M. Buck- 
man, Roland G. FE. Ullman Agency, 


Dunbar Brothers Co., Bristol, Conn., used the personal touch in a recent advertisement in The Iron 
Age and other papers. The inference pointed out was that bald heads mean a rich well of spring 


Classified 
Advertising 


The rate for this department is 40 
cents a line (not agate line); mini- 
mum, $2. 


Sales Manuals—Visual Portfolios 
—Sales Tools. They increase sales. 
Let us prepare yours. Arthur W. 
Wilson, 501 Fifth Avenue, New York 
City. 


and R. B. Savin, S. S. White Dental 
Mfg. Co. 

Directors elected for another term 

include W. R. Kort Kamp, Dill & 
Collins Company; L. D. Waldron, Me- 
Graw-Hill Publishing Company and 
R. G. E. Ullman, agency chief. 
F. V. Westermaier, vice-president 
of the Kitson Company, a close per- 
sonal friend of Herbert Hoover, was 
the chief speaker, lauding the former 
President’s motives and character, 
while believing his ideas were out 
of tune with the times. Roosevelt, 
he thinks, is the ideal leader. 

The new president of the E. I. A. 
is but 39 years old, but is rich in ex- 
perience. He has been in the agency 
field for fourteen years. He once 
manufactured water heaters and later 
was managing director of American 
Screw Products Company. His big 
hobby is sailing and he often takes 
his wife and three children on week- 
end jaunts on his cruiser. 


Picks B. B. D. & O. 


The Carborundum Company, Ni- 
agara Falls, N. Y., has appointed 
Batten, Barton, Durstine & Osborn 
to direct its advertising. 
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15 Years Ago in 
Class & Industrial 
Marketing 


Samuel O. Dunn, editor of Railug 
Age, was one of a group of busine 
paper editors who were guests of th, 
British Government just before th, 
war ended. Mr. Dunn told the (Ch; 
cago Trade Press Association aboy 
the trip and his impressions at jt, 
January meeting. 

. 2 

Emerson-Brantingham Implemey 
Company, Rockford, Ill., adopted , 
policy of using large space. Nothing 
less than full pages were to be use 
under the new plan, as explained jy 
CLass & INDUSTRIAL MARKETING }y 
C. E. Leslie, advertising manager. 

., + ¥ 

The Porter-Langtry | Company 
bought Building Management, Chj. 
cago, from C. A. Patterson, who re 
cently purchased American Foo 
Journal, 


vvwy 

Transatlantic flights were intrigy 
ing the minds of aviation expert; 
even in January, 1919. CLAss & Iy 
DUSTRIAL MARKETING quoted Handle 
Page, English authority, on thi 
point: 

“In the long run we shall find that 
it is a mistake to rely upon descents 
to the water. Airplanes fly in wind 
that make the surface of the sea to 
rough for any airplane or seaplane ty 
live in, or to get off from; and I am 
confident that this is the wrong way 
to approach the work. 

“What we have to do is to give the 
airplane endurance as to fuel capacity 
and reliability as to engine power, si 
that no descent to the water need b 
contemplated.” 

A few years later, a young mail 
pilot named Lindbergh proved thal 
Mr. Page was right in this predic 
tion. He was somewhat too optimis 
tic as to the future of aviation, judg 
ing by his next sentence: 

“As to passengers, the day wil 
soon come when the saving of timf 
by flying will attract business me 
The cost of transatlantic travel b 
steamship is largely determined }; 
the time occupied, in terms of foo 
consumed, service, etc. 
will welcome an end to the six day 
of almost complete severance fro 
the world, six days of a monotonow 
churning of the sea, ever in the ce 
ter of a landless world.” 

vvwy 

Then, as now, the automotive i! 
dustry was the bell wether of Amer! 
can business, and the January, 191! 
issue of CLASS & INDUSTRIAL MARKE! 
ING was devoted to a report of aut 
motive advertising plans for the yea! 


Williams Makes Change 


Oscar Williams has joined Hanf 
Metzger, Inc., New York, as an # 
count executive. He was former! 
advertising director of the Ayer Com 
pany, Lowell, Mass., and recently 
member of Calkins & Holden, Ine. 


to aid BAKERS 


The 


will be published as a special sec- 


Bakers’ Buying Directory 


tion in the February 10th issue of 
BAKERS’ HELPER. 
ceive a hearty welcome by BAK- 
ERS’ HELPER subscribers, those 
key bakers who produce over 90% 
of the baked goods sold. These 
bakers spend almost $700,000,000 


annually for materials, supplies, in- 


It will re- 


gredients, equipment and service, 


= 


330 SOUTH WELLS STREET 


Final closing date, 
Send for complete details and rates. 


BAKERS 


‘YE MAGAZINE / BAKERY PRACTICE = MANAGEMENT 
HELPING BAKERS SINCE 1887 


spend that 


$700.000.000 more wisely 


and the 1934 Bakers’ Buying Di 
rectory is published to aid them 
spend this huge sum more wisely. 
Already many firms supplying 
practically everything bakers use 
have arranged to have their names 
and products dominantly displayed 
in this Directory because of its 
“point of sale” contact value. You 
will be wise to be sure your prod 
ucts or services are displayed i 
this Directory. 


January 31. 
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